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Offers Business 


Non-Commercial 
FM Music Fare 


Functional Music Inc. 
Relays FM Programming, 
Tuning Out Commercials 


CuIcaGo—FM broadcasting sta- 
tions, which have been struggling 
valiantly to remain in the radio 
picture, will have a new “white 
hope” on their side from now on 
through the advent of Functional 
Music Inc., a subsidiary of Field 
Enterprises. 

Howard Lane, vice-president in 
charge of broadcasting for the 
Field group, is president of the 
1ew company, which has developed 
a unique plan whereby FM sta- 
tions may broadcast a music ser- 
vie without commercials to in- 

ividual business establishments, 
including restaurants and cocktail 
lounges, offices, beauty shops, 
manufacturing plants, etc. 

Functional Music, which has 
been working for several months 
on the technical phases of its op- 
eration, provides a_ broadcasting 
service by arrangement with an 
FM station in each market. By a 
special device built into the re- 
ceivers which it installs, actuated 
by an electronic signal from the 
transmitter, commercials are tuned 
out, so that the subscriber gets an 
all-music program. 
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LARGER—S.S.S. Co., will 


Atlanta, 
larger ads, like this, and radio next 
year for S.S.S. tonic, through Henry J. 
Kaufman & Associates (Story on Page 27). 


Only music is provided to sub- 
scribers, but since the schedule 
calls for ten minutes of music 
and five minutes of silence, FM 
stations using the service may 
continue to provide a program 
which includes news and other 
features as well as music. Thus 
in setting up the service of Func- 
tional Music Inc., they do not 

(Continued on Page 6) 


Brewers and Allies Form Association 
to Fight for Liberal Rules on Displays 


N. Y. Liquor Authority 
Proposes Modified Rule 
on $25 Limit for Signs 


New YorK—New York brewers, 
Vintners and distillers, their un- 
ions, point of purchase advertising 
makers and media will shortly be 
united in a State Liquor Advertis- 
ing League. 

The new association will temp- 
orarily be headquartered at Pal- 
mer Associates, 51 E. 42nd St., and 
Jcon Palmer, who spearheaded the 
fi. ht on the State Liquor Author- 
it}’s proposed advertising regula- 
ticns (AA, Nov. 14), will be chair- 
Mon, with an executive board 
drown from the cooperating in- 
du tries. 


® The new association will be 
fo med to aid and cooperate with 
th State Liquor Authority, Mr. 
P: mer told AA last week. — 
1 the meantime, it looked as if 
admen had won at least a par- 
victory in their efforts to per- 
Su de the state authorities that its 
Pr posed regulations would be 
he mful to the industry. 

ast week the liquor board is- 
su d an amended regulation which 
be mits manufacturers and whole- 
Sa.-rs of alcoholic beverages to 
{u nish or sell advertising special- 


th 


ties to retailers, and to provide 
them with advertising signs and 
displays, provided the total of 
specialties and signs furnished to 
any one retailer does not exceed 
$25 a year. 


w The significance of the new rul- 
ing is this: Manufacturers have 
heretofore been limited to $25 per 
retailer per year for promotional 
items, and to $25 per retailer per 
(Continued on Page 8) 


Drys 
get set for new attack. 
See ‘In Washington,’ 
Page 30. Other features: 


Advertising in the Test Stage 
Advertising Market Place 
Along the Media Path 
Chain Store Sales 
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FC&B, JWT Stay 
on Pepsodent and 


Rayve Accounts 


Tatham-Laird, Needham, 
Louis & Brorby Bow Out; 
Jelke Now Unassigned 


CuicaGo—Pepsodent and Jelke 
divisions of Lever Bros. Co. fi- 
nally developed a partial solution 
to their agency problems here 
Thursday, after Lever Brothers 
President Charles Luckman came 
to town to help matters along. 

The net result: 

Tatham-Laird, which has had the 
Jelke account and as late as 
Thursday morning agreed to con- 
tinue servicing it from Chicago, 
changed its mind and resigned 
the account on Thursday after- 
noon. The service demands and 
the need for travel made it “un- 
fair to other clients,” the agency 
decided. ° 

Needham, Louis & Brorby, which 
handled Pepsodent powder (not 
paste) and Rayve Creme sham- 
poo, bowed out of the picture for 
approximately the same reasons, 
although it made its decision to 
withdraw earlier. 


a J. Walter Thompson Co., which 
has handled Rayve home per- 
manent in its Chicago office, will 
continue to service this account, 
moving the necessary personnel to 
New York to handle it. JWT also 
will take over Rayve Creme sham- 
poo in the switch. 

Foote, Cone & Belding, whose 
Chicago office has handled the 
bulk of the account, represented by | 
Pepsodent toothpaste, will also 
continue to handle that account, 
moving the necessary personnel to 


THE NATIONAL NEWSPAPER OF MARKETING 


State to Air 


Davis and Bullis 
Urge Support of 
Ad Council Work 


Chicago Admen, Business 
Leaders Get Late News 
on Council Activities 


Cuicaco—Stepped-up productiv- 
ity and continued personal as well 
as business freedom are the key- 
stones to American success and 
welfare, two business leaders told 
a special meeting of the Advertis- 
ing Council here Thursday. 

The speakers were Chester C. 
Davis, president of the Federal 
Reserve Bank of St. Louis, and 
Harry A. Bullis, chairman of the 
board of General Mills. They 
spoke at a luncheon for Chicago 
advertising and business men fol- 
lowing the first meeting of the 
board of directors of the Adver- 
tising Council ever held out of 
New York City. About 250 Chicago 
industrialists were guests. 

In addition to its normal bus- 
iness, the council directors elected 
Wesley I. Nunn, advertising man- 
ager of Standard Oil Co. (Indiana), 
to the board, replacing A. O. Buck- 
ingham, formerly of Cluett, Pea- 
body & Co., who has resigned. 


ws Both speakers emphasized the 
necessity of placing the economic 
facts of life before the American 
public, and assigned an ever lar- 
ger role to advertising. 


(Continued on Page 63) 


(Continued on Page 62) 


Last Minute News Flashes 
BBDO Gets Lucky Strike TV Advertising 


New Yorxk—American Tobacco Co. has assigned Lucky Strike’s tele- 


vision advertising to Batten, Barton, 


Durstine & Osborn, which handles 


other media for the product. N. W. Ayer & Son, which has been placing 
a football and spot announcement schedule for Luckies, withdrew “to 
avoid divided responsibility for Lucky Strike television advertising 
between two agencies.” First BBDO video buy for Lucky Strike is the 
60-minute Robert Montgomery show to be aired semi-monthly over 


NBC starting early next year. 


Kroger Reportedly to Distribute ‘Family Circle’ 


CINCINNATI—Kroger Co. reportedly will announce this week that it 
will distribute Family Circle Magazine in its stores, beginning in April. 


Kroger has more than 2,500 stores. 


Family Circle, sold through about 


2,200 Safeway stores chiefly, has more than 1,700,000 circulation. 


Masonite Transfers Account to Buchen Agency 
Cuicaco—Masonite Corp. has appointed the Buchen Co. to handle 


its national advertising, with John 


M. McDonald serving as account 


executive. N. W. Ayer & Son has handled the account for more than 15 
years. Masonite products are advertised in a score of national maga- 


zines and trade publications. 


Wilhelm and Hughes Business Go to FC&B 


Hovston—Foote, Cone & Belding 


will establish a new office here to 


service the accounts of Gulf Brewing Co. and Hughes Tool Co., which 

it will take over Feb. 1. Stephen M. Wilhelm, president of Wilhelm- 

Laughlin-Wilson & Associates, which has been handling the accounts, 

is selling his interest in that agency to become manager of the FC&B 

office, which will be under the general supervision of Don Belding. 
(Additional News Flashes on Page 63) 
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Protests 
over Terminal Radio 


Hearing Starts Dec. 21 
on Grand Central Ads; 
Page Defends Medium 


New YorK—tThe state Public 
Service Commission will hold a 
hearing Dec. 21 to determine if 
broadcasts over Grand Central 
Station’s public address system 
abridge the safety or convenience 
of the traveling public. 

A hearing was set before Com- 
missioner George A. Arkwright 
after the commission received 46 
written complaints from persons 
who objected to being “compelled” 
to listen to music, news and com- 
mercials in the station. 

Terminal Broadcasting, which 
pays $1,800 weekly for use of the 
public address system, developed 
this new form of advertising with 
Grand Central as its first outlet 
on Oct. 1. The medium has been 
a near sellout from its inception, 
with 12 advertisers paying an in- 
troductory rate of $350 weekly 
for 100 announcements, each of 
which is limited to 20 seconds. 


a Hearings before the commission 
may last several days if a num- 
ber of people desire to speak for 
or against the broadcasts. Any de- 
cision by the commission will be 
subject to court review. 

Since public airing of the com- 
plaints may be a somewhat lengthy 
process and since it comes at a 
time when contracts are up for 
renewal, Terminal Broadcasting is 
offering its current 11 sponsors an 
opportunity ‘to continue their ser- 
vice without charge for four weeks 
starting Jan. 1. 

“We don’t think advertisers 
should have to make up their 
minds on continued expenditures 
at a time when the situation is so 
confused,” F. Lemoyne Page, pres- 
ident of the company, said. “We 
believe we have a legitimate and 
effective medium and we are 
willing to spend a _ considerable 
sum to help it prove itself.” 


# Pointing out that terminal pro- 
gramming still is in the develop- 
mental stage, Mr. Page said he 
hopes to use the four weeks’ period 
to experiment with new commer- 
cial techniques. 

“Maybe we've been too con- 
servative in our treatment,” he 
said. “We hope to schedule an- 
nouncements—some of them tran- 
scribed—perhaps with more vari- 
ety. Even a very good singing com- 
mercial now and then might add 
zest to our fare.” 

“The cormmmission has received 
many complaints that the New 
York Central is compelling pas- 
sengers waiting in its station to 
listen to certain commercial and 
other broadcasts,’ Commission 
Chairman Benjamin F. Feinberg 
said. “Passengers, of course, have 
no choice in the use of a rail- 
road terminal. They are forced to 
use it in order to get to their des- 
tination. They pay for the right to 

(Continued on Page 59) 
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A&P Executive 
Defends Chain in 
Anti-Trust Case 


‘We've Won First Round,’ 
Brennan Tells Canners; 


Monopoly ‘Impossible’ 


BurraLo—“The whole argument 
about A&P destroying competition 
collapses when you look at the 
position A&P occupies in the food 
field...We have more competi- 


tors, both chain and independent, 
than we had ten years ago,” John 
G. Brennan, vice-president and 
secretary, midwestern division of 
the Great Atlantic & Pacific Tea 
Co., declared here last week. 

Mr. Brennan’s talk, before the 
annual convention of the Asso- 
ciation of New York State Canners, 
was understood to be the first 
public discussion of the govern- 
ment’s anti-trust suit against A&P 
by any official of the company. 

“I say to you,” Mr. Brennan 
declared, “with full knowledge of 
A&P’s policies, that it has always 
been our policy and practice to 
abide by the Robinson-Patman 
Act, as well as other laws govern- 
ing business. 


572 MADISON AVENUE + 


where BUYING POWER 


is the Greatest 


MoToR BoatinG- - 


NEW YORK 22. NY 


“As far as our buying policies 
are concerned, we admit that our 
buyers are skilled traders, who 
try to get every legal advantage 
to which they are entitled, but no 
more. The suppliers that A&P is 
alleged to have coerced are pretty 
big boys, too, and well able to take 
care of themselves. None of them 
has to sell us. All voluntarily seek 
our business. 


es “The fact that these suppliers 
are coming to our defense now is 
pretty clear indication that our 
relations with them have been 
good, and that they have found 
our business profitable.” 

As far as manufacturing opera- 
tions are concerned, Mr. Brennan 
said, A&P admits that it manu- 
factures food, not to make manu- 
facturing profits, but to enable it 
to sell quality foods to its cus- 
tomers at lower prices. 

“The government lawyers say 
they are opposed to A&P’s man- 
ufacturing operations because we 
tin the profits realized here to 


finance the alleged price wars, 


ees 


"Comes all the way from lowa. Needed it to carry order 
response from the Des Moines Sunday Register!”’ 


Response! Definite and quick. That’s the report from the 
Des Moines Sunday Register advertisers. 

That's because it’s the leading lowa paper—covers all of 
Iowa. Over 500,000 families read it every week. It domi- 
nates in 82 out of the 99 counties with 50% to 100% family 
coverage. In no other county is coverage less than 25%. 

Iowans buy big! They have 5 billion a year to do it with. 
As an urban market Iowa outpurchases Boston or St. Louis, 
Cleveland or San Francisco! And, year after year, lowa is by 


far America’s top farm market. 


PACKAGES A STATEWIDE URBAN 


You can tap this huge market—reach 70% of its buying 
families with one great paper and for a milline rate of 


only $1.66. 


ABC Circulation March 31, 1949: 
Daily, 368,165—Sunday, 513,001 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann TRIBUNE 
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which they claim are designed to 
destroy competition. Actually, the 
manufacturing profits about which 
the anti-trust division is so con- 
cerned are a fiction. They just 
don’t exist, since you can’t make 
a profit by selling to yourself,” 
he said. 


ea “As far as the alleged price 
wars are concerned, regardless of 
what any lawyer or judge says, 
we know there is absolutely no 
basis for the government’s charges. 
Of course, the food business is a 
highly competitive business... and, 
of course, A&P tries to keep its 
prices in line with those of com- 
petition everywhere. 

“Some of our stores are in the 
red from time to time, either due 
to competition, or bad management, 
or lack of volume, or any one of a 
variety of causes, with which you 
are all familiar. This is particular- 
ly true in a business such as ours, 
where we operate on a narrow 
margin. 

“Our gross profit rate, including 
salaries, transportation, rent, ad- 
vertising, light and all other ex- 
penses involved in selling food, is 
only about 14%. It doesn’t take 
much in such a setup to upset the 
balance and change a profit into 
a loss. 

“But we have never intention- 
ally operated stores in the red to 
destroy competition, or for any 
other reason, and have always had 
a firm policy against below-cost 
selling.” 


a A&P does a smaller share of the 
nation’s food business today than it 
did ten years ago, and not only 
is there nothing approaching 
monopoly in the food field, but it 
is actually impossible to achieve, 
he said. “It is too easy to open 
a grocery store. There are too 
many sources of supply and there 
are too many potential customers. 
It is the most competitive business 
in the country. An efficient grocer 
can compete with A&P or with 
anyone else. An inefficient grocer 
can’t compete with anybody.” 
After dealing with various le- 
gal aspects of the case, Mr. Bren- 
nan emphasized that the anti- 
trust division has “set in motion 
a force which they cannot control. 
“If they win this suit,” he said, 
“there is absolutely no question 
but that a legal precedent will be 
established. A new interpretation 
of the anti-trust laws will be on 


the books that can be used to at- 
tack any business which buy; 
cheaply, sells cheaply, pursues an 
aggressive sales policy and grows 
big in the process. 

“I think it’s important to re- 
member that this suit, if success- 
ful, will establish a pattern that 
can be applied to other industries 
far removed from the retail gro- 
cery field.” 


s Discussing the outlook for the 
case, Mr. Brennan commented on 
the favorable editorials and ac- 
vertisements that have appeared 
in many publications. 

“A recent poll made by one of 
the leading national public opinion 
polling organizations,” he _ said, 
“showed that 78% of the people 
of the country know about this 
suit against A&P. This I under- 
stand is just about the highest fig- 
ure of public awareness of any 
major issue in the history of polls. 

“The most important thing that 
the poll showed, however, was 
that the public is 22 to 1 against 
breaking up A&P. 

“In other words, I think it is 
safe to say that we have won the 
first round in this fight. But it’s 
a long fight.” 

Concluding, Mr. Brennan said, 
“We are hopeful that the prin- 
ciples of efficient mass distribu- 
tion, which were pioneered by A&P 
and which have been so effectively 
developed by all the chains, will 
be vindicated. We are hopeful, too, 
that somehow out of this will come 
a clarification of the anti-trust 
laws.” ~ 


Adam Hats to Kelley 


Adam Hats (Canada) Ltd., has 
appointed Russell T. Kelley Ltd., 
Toronto, to direct its account. The 
company has opened a holiday hat 
campaign in Canadian dailies 
slanted toward feminine readers. 
Copy boosts Adam hat gift certifi- 
cates as Christmas presents. 


DMAA Plans Special Meeting 


The Direct Mail Advertising As- 
sociation will hold a special meet- 
ing Jan. 18, 1950, at the New York 
Advertising Club. The meeting is 
being called in order to vote on an 
increase in the DMAA board of 
governors from 11 to 17. 


Names Ormsbee & Gilbert 


Herco Art Mfg. Co., Wallingford, 
Conn., has named Ormsbee & Gil- 
bert, Milford, Conn., to handle its 
advertising. 
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U.S. Chamber's Ad Unit Boosts Effort 


to Promote American Economic System 


New YorK—A grass roots cam- 
paign to explain the American eco- 
nomic system is being intensified 
and expanded by the Chamber of 
Commerce of the United States, 
Leonard W. Trester, chairman of 
the chamber’s committee on adver- 
tising, and director of public policy, 
General Outdoor Advertising Co., 
revealed at a special press con- 
ference here. 

A special pamphlet explaining 
advertising “for the man in the 
street” is being prepared by the 
chamber’s committee on advertis- 
ing, Mr. Trester said, and a draft 
is expected to be ready in Febru- 


Wr 2 SPECIALIZES IN JOHNSTONE 
COM> STRIP ADVERTISING? CUSHING | 
166 & 44 ST 


NEW YORK. 7, N.Y. 
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tary. A film on advertising may 


also be released next year. 
Thomas F. Collison, formerly an 
account executive with N. W. Ayer 
& Son, has been appointed mana- 
ger of the publicity committee of 
the chamber. He will also act as 
secretary of the committee on ad- 
vertising during the coming year. 


ws New members of Mr. Trester’s 
committee include: J. Harold 
Ryan, Fort Industry Co., Toledo, 
vice-chairman; Edward Breen, 
Northwest Broadcasting Co., Fort 
Dodge, Ia.; Tom Cathcart, This 
Week Magazine; James E. McCar- 
thy, Notre Dame University; Hu- 
bert D. Murray, Wave Publishing 
Co., Rockaway Beach, N. Y., and 
George E. Whitwell, Philadelphia 
Electric Co. 

A comprehensive kit containing 
eight pamphlets with practical sug- 
gestions to employers has been or- 
dered by more than 500 chambers 


of commerce, Mr. Collison said. 
The pamphlets cover subjects such 
as how to tell the business story 
in employe meetings, publications 
on company bulletin boards and 
by the use of radio. A list of bus- 
iness films is also given. 

Paul H. Good, director of the 
program, will conduct field force 
work through the chamber’s six 
division offices. More than 200 
meetings are scheduled through 
the first nine months of 1950, Mr. 
Good said. 


Britain Information 
Campaign Budget Cut 


The British government spent 
£11,000,000 on information over- 
seas plus £5,000,000 in Great 
Britain in the year ended March 
31, 1949, according to a report by 
the Central Office of Information. 

Of the £16,000,000 total, £2,-. 
000,000 were spent directly by gov- 
ernment departments; £4,500,- 
000 by the British Broadcasting 
Corp. for foreign service; £5,000,- 
000 for the Central Office itself, 
and £2,500,000 by the British 
Council. 
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Starts Drives to 


Prove Worth of 


Questionnaires 


National Analysts Will 
Fight Public Resistance 
in Own P. R. Campaign 


PHILADELPHIA—Slightly incensed 
and considerably worried over in- 
creasing public resistance to an- 
swering questionnaires, National 
Analysts Inc. has decided to take 
its story and the story of all legit- 
imate research companies directly 
to the consumer. 

National Analysts has launched 
its own public relations campaign 
in an effort to win back the confi- 
dence of the men and women who 
answer questions for field men by 
adding to a regular business sur- 


Booth Newspapers, Inc. 


The Detroit 


Announce the opening of their 
own Caslen advertising offices 


JANUARY 1, 1950 


at 1608 Bowery Savings Bank Building 


110 East 42nd STREET 
NEW YORK, 1/7 


THE DETROIT NEWS 


The Home Newspaper 


Under Management of 


Murray Hill 6-7232-3-4 


Chicago Representative: 
JOHN E. LUTZ COMPANY 


ee 


UNDER THE MANAGEMENT OF 


A. H. KUCH 


Until January 1, business for Booth News- 

papers, Inc. and The Detroit News will be 

conducted at both the Dan A. Carroll, Inc. 
offices and by A. H. Kuch. 


YORK OFFICE 


A. H. KUCH 


Tribune Tower 


BOOTH NEWSPAPERS, INC. 


Ann Arbor News 
Bay City Times 
Flint Journal 
Grand Rapids Press 


Jackson Citizen-Patriot 
Kalamazoo Garette 
Muskegon Chronicle 

Saginaw 


NEW YORK OFFICE 


Under Management of 
A.H. KUCH 


Murray Hill 6-7232-3-4 


Chicago Representative: 


JOHN E. LUTZ COMPANY 


Tribune Tower 


vey a question in the public in- 
terest. 

In addition to the marketing in- 
formation sought, respondents 
were asked: “At what age should 
children be told there is no Santa 
Claus?” Results will be released 
this week. 


s Arnold J. King, managing direc- 
tor of National Analysts and one 
of the country’s leading proponents 
of the area probability sample 
method, will announce officially 
at a New York luncheon today 
that questions of public interest 
will become part of the company’s 
interviewing activities wherever 
applicable. 

As its own contribution to what 
it hopes will become a national 
movement by research organiza- 
tions, National Analysts will un- 
derwrite the costs of such projects. 

It also has made up a four-page 
pamphlet, “The Consumer Is King,” 
which field men will hand to every 
respondent as he or she is being 
questioned. An estimated 100,000 
of these attractive, illustrated pam- 
phlets wii Se distributed by Na- 
tional Analysts in the next 12- 
month period. 


s And if other research units wish 
to follow suit, the local company 
will make an ample supply of the 
same pamphlets available to them. 
The pamphlet, written in sim- 
ple consumer language, cites case 
histories of major U. S. businesses 
which have benefited from re- 
search. It provides instances where 
prices have been lowered as a re- 
sult of good research. One case 
mentioned is how the entire au‘o- 
mobile industry was moved to de- 
velop greater variety in style, 
safety, color and comfort because 
of research by one manufacturer. 
In a column on “How your op.n- 
ion becomes part of a sample,” it 
states: “The field of market re- 
search is growing because of the 
good things it accomplishes in 
making more goods available to 
more people at lower costs. 
“There are now a number of fine 
companies engaged in conducting 
market research for business firms. 
These market research organiza- 
tions specialize in aiding business 
to develop new markets, new pack- 
ages and new products, and better 
ways to sell and advertise.” 
The column explains how each 
person’s opinion becomes part of 
a national sample. 


ws National Analysts became in- 
censed when an increasing num- 
ber of persons refused to be inter- 
viewed. It found that this reluc- 
tance to cooperate was often caused 
by the practices of door-to-doo! 
salesmen who used an “I am taking 
a survey” approach to gain a hear- 
ing for high pressure sales talk. 

Some of the reluctance, Mr. King 
discovered, goes back to the failure 
of pollsters during the last na- 
tional election. 

Then when the Better Business 
Bureau of Philadelphia, after ma <- 
ing its own survey of these prac- 
tices, released a bulletin on “So..p 
and Survey Boys Due for a Clea:i- 
up,” the Philadelphia research 
company decided something had to 
be done immediately for this co- 
paratively new industry. 

The BBB release stemmed frm 
practices of salesmen canvass 18 
for some Lever Bros. producis t- 
der the guise of “poll” and “adv: '- 
tising campaign.” 


Farm Mutual Buys WWDC 


Peoples Broadcasting Corp., s\ 9- 
sidiary of Farm Bureau Mut::2) 
Automobile Insurance Co., | 4° 
bought the physical assets of S 2- 
tion WWDC, Washington, 01 
$125,000, subject to FCC appro. 4! 


Richard Railton Named 


Packaging Parade has appoir ‘¢¢ 
Richard Railton Co., San Franci->c?. 
as West Coast advertising re}re- 


sentative. 
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Food MIXER Devs A 


Chops - Sects - Mixes - Mashes - Juices! 


q”” Bahan’ . 


Average Net Paid Daily 
(ABC Publisher's Statement, 3/31/49) ° 


TOTAL CIRCULATION) SMALL ADVERTISERS, AS WELL AS LARGE ONES, KNOW: 


635,346 In Chicago...the SUN. 


i. J) 211 W. WACKER DRIVE, CHICAGO 6 250 PARK AVENUE, NEW YORK 17 
ANdover 3-4800 ad PLaza 3-1103 
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HOW A 32-PAGE SECTION FF 
D OFF FOR THIS CHICAGO § 
‘SUN-TIMES ADVERTISER | 


Thanksgiving Day issues of The Chicago SUN-TIMES a 
contained a 32-page section of advertising from one retail | 


firm alone—the greatest number of pages ever purchased 
by one advertiser in any Chicago newspaper. 


HERE— in the advertiser’s own words—is the story of 
the tremendous response he obtained: 
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Washington Apples Get 
$54,000 Advertising Push 


Washington State Apple Com- 
mission’s largest pre-Christmas 
drive ever undertaken is featuring 
the line, “Washington apples go 
with the holidays.” . 

Copy in 213 daily newspapers, 
outdoor posters in the South and 
on the Pacific Coast, and car cards 
in New York are being used in 
the $54,000 drive. J. Walter 
Thompson Co. is the agency. 


H. S. Bennell Appointed 


Herbert S. Bennell, formerly on 
the Chicago sales staff of the Phil- 
adelphia Inquirer, has been ap- 
pointed director of advertising for 
Chicago North Side Newspapers 
(Myers Publishing Co.). 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented notionally 


by Burn-Smith Co., tne 


Offers Business 


Non-Commercial 
FM Music Fare 


(Continued from Page 1) 
abandon their commercial radio 
business. 

Because of the absence of tele- 
phone wire charges which are a 
part of the service setup of Mu- 
sak and other background music 
services, the cost to subscribers 
under the new plan is about half 
of the former charge. Thus Mr. 
Lane and his associates believe 
there is a great potential market 
for the new service. 

The first station to undertake the 
use of the new idea is WFMF, the 
FM affiliate of WJJD, the Field 
station in Chicago. More than 100 
subscribers are now using the 
service, and enthusiastic reception 


has been accorded it. Franchises 


are now being negotiated with FM 
stations in many cther cities. 


ws Under the plan which has been 
worked out, Functicual Music Inc. 
provides to stations high-fidelity, 
crystal controlled receivers and 
other equipment; the engineering 
service to enabic the station to 
transmit music without commer- 
cials, or voice reproduction of any 
kind; a music library of numbers 
carefully selected for the purpose 
in mind, and a complete sales pro- 
motion and operating program 
whereby the station can develop 
the maximum potential in its mar- 
ket. The receivers, made in the 
parent company’s own plant in 
Chicago, are supplied at an agreed 
cost, arid a royalty on gross vol- 
ume of music business is paid to 
Functional Music. 


w There are at present about 500 
FM stations in the country, and 
few have been able to develop 
sufficient business to make them 
self-supporting. While Transit Ra- 
dio and other services have been 
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set up to tap new sources of rev- 
enue, the new plan is believed by 
broadcasting men to have the best 
chance of any idea thus far de- 
veloped to put FM broadcasting 
in a position to operate at a profit 
and to develop an increasing sales 
potential. 

R. E. Lindgren and Nathaniel 
Feiner are vice-presidents of Func- 
tional Music Inc., and Carl Weitzel 
is secretary and treasurer. 


Sparton Promotes Wright 


Ron Wright, Toronto represent- 
ative of Sparton of Canada Ltd., 
London, Ont., has been appointed 
to the newly created position of 
sales manager of Sparton’s Ontario 
division. Austin M. See has been 
named to succeed him as Toronto 
representative. 


Promotes R. W. Matteson 


Story, Brooks & Finley, pub- 
lishers’ representative, has ap- 
pointed Roderick W. Matteson, 
previously secretary of the organ- 
ization, as vice-president and gen- 
_ manager of the New York of- 

ice. 


12.5% OF ALL 
1OWA BARN 
OWNERS HAVE 
RADIOS IN 
THEIR BARNS 


lowa families are 


in their barns! 
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that multiple-set ownership means additional lis- 
tening—that the number of hours of extra listen- 
ing is in almost direct proportion to the number 
of extra sets. (In homes having four or more sets, 
for example, an average of 67.7% of the families 
use two sets simultaneously, daytime, as against 
26.4% with only two sets.) 


really radio-equipped. 45.7 % 


of them have two or more sets in their homes 
... 51.9% of all car-owners have car radios... 
9.7% of the truck-owners have radios in their 
trucks ... 12.5% of the barn-owners have radios 


More than that, the 1949 Survey shows that 
radio-minded lowa families listen more than twice 
as much to WHO as to any other station. This top- 
heavy preference for WHO of course applies to 
multiple-set families as well as to single-set families 
—hence gives advertisers a substantial bonus au- 
dience that is not ordinarily measured. 


The Iowa Radio Audience Survey is a MUST 


47.5% OF ALL 
IOWA FAMILIES 
HAVE TWO OR 


THEIR HOMES 


MORE RADIOS IN 


51.9% OF ALL 
IOWA CAR OWNERS 
HAVE RADIOS 

IN THEIR CARS 


* 
° 


TS 


9.7% OF ALL IOWA 


HAVE RADIOS IN 
THEIR TRUCKS 


The 1949 Iowa Radio Audience Survey* proves for every advertiser who wants to know all about 


Iowa listening. Ask us or Free & Peters for your 


free copy, today! 


*The 1949 Edition is the twelfth annual study of 


radio listening habits in Iowa. It was made by Dr. F. 


L. Whan of Wichita University—is based on per- 


sonal interviews with over 9,000 


Iowa families, scien- 


tifieally selected from cities, towns, villages and farms 
all over the State. It is widely recognized as one of the 
nation’s most informative and reliable radio research 


projects. 


+ for lowa 


W lal © 


PLUS + 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 


National Representatives 


‘LH]’ Slogan Holds 
Good At McCann; 4 
Women Named V. P.s 


New YorK—McCann-Erickson’s 
recent appointment of four lady 
vice-presidents marks the first 
time in the agency’s 46 years that 
the distaff side has gained a vice- 
presidency in the company. The 
four new officers are Alberta 
Hays, Dorothy B. McCann, Flor- 
ence Richards and Margot Sher- 
man. 

Alberta Hays started with A. 
R. Elliott Co. as secretary to the 
copy chief. This introduced her 
to copywriting and she later 


worked in the copy department 
of J. Walter Thompson Co., main- 
ly on food accounts. Now a copy 


Dorothy McCann Alberta Hays 


group head at McCann, she does 
considerable work on food ac- 
counts. She is, in addition, a good 
practical cook and studied nutri- 
tion at Columbia Teachers Col- 
lege during the war. 


s Dorothy McCann was graduated 
from Cornell and has spent most 
of her professional life at Mc- 
Cann. She has been a copywriter, 
an account executive, and now is 
an executive producer in the ra- 
dio-television department. Among 
other radio shows, Mrs. McCann 
originated “Dr. Christian” for 
Chesebrough and “The Sheriff” 
for 20 Mule Team borax. With her 
husband, H. K. McCann, chair- 
man of the board, she operates a 
farm in Greenport, Long Island. 
Gardening and golf are her hob- 
bies. 

Florence Richards represents an 
instance of how training in one 
field can build into another. After 


Margot Sherman 


Florence Richards 


studying design and interior deco- 
ration, she became a buyer of 
home furnishings in a Cleveland 
department store. 

She then took a similar posi- 
tion with R. H. Macy & Co. and 
followed this with a period of 


.| free-lance writing on fabrics and 


decoration. Her writing broug!:! 
her to the attention of the M:- 
Cann agency and she came in °s 
an assistant account executive. S! e 
is now account executive fr 
Chesebrough. 

Margot Sherman, now a co) y 
group head, was graduated fron 
the University of Michigan a: 4 
did considerable newspaper wr - 
ing before getting into the agen y 
field. She is married to a partnr 
in a law firm, and has two chil: - 
ren. 


FCC Approves WGAI Sale 


The Federal Communicatio 's 
Commission has approved t °& 
transfer of Station WGAI, Eliz i- 
beth City, N. C., from the Eliz1- 
beth City Daily Advance to a n: W 
corporation, WGAI Radio Stat» 
Inc. The new concern is headed »y 
Herbert Peele, former owner 0! 
the Advance, which recently v 45 
sold. William Hefferman has be2" 
appointed station manager. 
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Country Gentleman and one or more other leading farm magazines, 
Country Gentleman is preferred by nearly 2 to | over Farm Journal, by 
over 2 to lover Successful Farming, by over 6 to loverCapper’s Farmer! 


“a — In a survey to determine which farm magazine was liked best by 
; rural families, National Analysts, Inc., found that of those reading 


In an R. L. Polk survey of retailers in 8 major classes of business, 
dealers named Country Gentleman the “most effective force”’ in help- 
ing them sell rural customers—by 2 to | over the next farm magazine! 


ents an 
in one 
r. After 


| Country Gentleman is No. 1 among farm magazines— 
— , P i 
A and 12th among all magazines—in advertising revenue! , 
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a coy KEASOWN- Country Gentleman provides more and better editorial 

d fro ; content to help readers farm better and live better — 

ane , presents this help better, on big Curtis 680-line pages—with all the inviting 

agen: y brilliance of color and illustrations by America’s best artists and photog- 

partn:r raphers. Moral: He who serves best profits most. (Presentation showing how 

) chile - Country Gentleman serves rural readers better will be gladly made by your : 
In over half of all U. S. counties, Country Country Gentleman representative.) : 

rle Gentleman circulation exceeds that of the biggest 


icatio is ‘ weekly and biggest women’s magazine. 
WT) turn to Country Gentleman for Better Farming, Better Living 
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17 Companies Sued 
for $4,860,000 by 
Interborough News 


New YorK—A civil action for 
$4,860,000 damages and a per- 
manent injunction has been filed 
in the United States. district court 
here by the Interborough News Co. 
against 17 publishing and dis- 
tributing companies and 20 of their 
officers. 

The complaint charges that since 
1947 the Interborough News Co., 
operating in the New England 
states, New York, New Jersey, 
Pennsylvania, Delaware, Mary- 


land and Ohio, has suffered $1,- 


620,000 injury to its business and 
property, It is asking treble dam- 
ages under the Clayton Act. 

It is alleged that Curtis Pub- 
lishing Co. in the spring of 1947 
carried out a threat to transfer to 
other distribution companies all 
its business in New York and New 
Jersey served by Interborough 
trucks unless Interborough agreed 
to transfer part of the business 
to other distributing agencies. 


ws The complaint alleges that some 
of the agencies specified were or- 
ganized and financed by Curtis, 
and that the other defendants fol- 
lowed the Curtis move. These ac- 
tions are alleged to be in restraint 
of interstate trade, and plaintiff 


is a $300 MILLION Business! 


TOYS ‘: 


d d toys. Distributors regularly read 


TOYS AND NOVELTIES, bape Voice of the Industry”. Contact us for further information. 


TOYS & NOVELTIES fit BunoING © 


claims damage to its business and 
asks for a permanent injunction to 
restrain the defendants against 
continuance of their actions. 

The companies named as defend- 
ants are: 

Curtis Publishing Co., Curtis Circulation 
Co., Triangle Publications, S-M News Co., 
McCall Corp., Popular Science ublishing 
Co., Meredith Publishing Co., Reader's 
Digest Association, Hearst Magazines, 
Fawcett Publications, Macfadden Publica- 
tions, Hillman Periodicals, National Com- 
ics Publications, Independent News Co., 
Publishers Distributing Corp., Field En- 
terprises, and Pocket Books. 


Bristol-Myers to Increase 
Ad Budget During 1950 


Bristol-Myers Co. will increase 
its advertising expenditures during 
1950 to give special emphasis to 
Resistab, B-M anti-histamine, and 
the economy-size Ipana toothpaste. 

Announcement of the company’s 
plan to expand ad budgets for next 
year came during a regional sales 
meeting in New York last week. 
The company’s agencies include 
Young & Rubicam; Doherty, Clif- 
ford & Shenfield; and Kenyon & 
Eckharat. 
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Brewers and Allies Form Association 


to Fight for Liberal Rules on Displays 


(Continued from Page 1) 
year for signs and displays. The 
new ruling sets a total of $25 per 
retailer for both media, to be ap- 
portioned as the advertiser likes. 

Indications were that the adver- 
tising men would later press for 
liberalization of the $25 rule, but 
at the moment the industry seemed 
both relieved and happy. 

“A fully satisfactory demonstra- 
tion of the State Liquor Author- 
ity’s sense of fairness and coopera- 
tion,”” Mr. Palmer commented, add- 
ing, “the action [of the board] has 
convinced us that it is really de- 
termined to cooperate...We are 
particularly grateful for the 
promptness with which it an- 
nounced the revocation of its pre- 
vious ruling, preventing thereby 


further cancelation of pending 


DECAL SIGNS 


on America’s ‘Mainstreet.’ 


Personalized with 


story! Write Dept. 3-12. 


PROMOTE MORE SALES 


years. There is real sales-power in Meyercor 


National ads, radio, etc.,—tell wHY to buy—Decal signs on Main Street 
storefronts tell WHERE! And Meyercord Decals tell * 
longer time—in more places—night and day—at lower cost. Be sure the 
public finds—and asks for your product. Promote your brand with Decals 
Meyercord Decal signs and top-of-the-window 
valances can be produced in any number of colors, sizes or designs. 
dealer's names, too. They're easy to apply—and last for 
4 Decals. Learn the whole 


where’ better—for a 


~ TIP-TOP BREAD 


proves the effectiveness of 


MEYERCORD DECAL 


WINDOW SIGNS & 


VALANCES 


"For years, point-of sale promotion has been a 
vital factor in our entire merchandising program." 


"We have found that Meyercord Decal Valances and 
Window Signs have been particularly effective in 
promoting Tip-Top products at a reasonable cost." 


$323 W. LAKE ST 


JeMEYERCORDG 


World's lLorgest aw guttering 


Ask about Decal 
LETTERING KITS 


q 


orders for the advertising materia 
in question and restoring the state 
of affairs that had prevailed fo: 
15 years.” 

The new ruling does not specif) 
the list of specialties, as its prede- 
cessor did, and presumably the dis. 
tillers are free to take their choice 
of promotion novelties. 

Graphic arts representatives wil! 
meet with the liquor board Dec. 28 
here for clarification on the new 
regulation. 


ws Along with the amended regu- 
lation, the industry also was study- 
ing the propesed revision of Rule 
3, which covers signs and displays 
The proposed rule closely follows 
federal regulations, although ad- 
vertising men still do not know 
whether the prohibition against 
exterior signs would mean that de- 
cals, a standard part of promotion, 
would be prohibited. 

Another part of the regulation 
forbids the use of inside signs (i. e., 
displays) which have a utility or 
secondary use aside from advertis- 
ing value, except that such signs 
may advertise sale of food. Some 
advertisers, who in the past have 
issued baseball scoreboards, tele- 
vision billing boards, etc., are per- 
turbed over this rule, and hope for 
clarification. 


s On the other hand, the prohibi- 
tions against obscenity, unfactual 
material, any claims of curative 
powers, or use of biblical scenes 
or characters in the Christmas sea- 
son, were unanimously endorsed. 

The rule still requires that signs 
may not be larger than 15x18”, 
or 270 square inches, and if made 
in two or more parts, the total may 
not exceed 270 square inches. 
Written permission from the state 
is still necessary to furnish the dis- 
plays to retailers. 

The authority had indicated that 
literature—e. g., menus—could be 
distributed by the liquor industry 
to retailers without regard to the 
$25 limitation, provided advance 
approval of its content was ob- 
tained from SLA. 


@ In general, the reaction of indus- 
try seemed to be that the new 
regulation is much more favorable 
Two points were regarded as vic- 
tories, the reinstatement of pro- 
motional items and the scrapping 
of the prescribed list. 

Whether the halving of the po- 
tential expenditure was important 
was unclear: One distiller pointed 
out that federal law on the subject 
is quite different, and that the 
company’s compliance with feder:! 
rulings has generally prohibit. 
it from using New York’s ma*'- 
mum. 

The federal ruling provides t!:2' 
a distiller may furnish a dea'e! 
with a $10 total of promotio:.a 
items in a year’s time, and that 1¢ 
may furnish the dealer with ©!" 
worth of displays at any one tire 

Two campaigns, held in abeya: “ 
while the display situation was | ¢- 
ing threshed out in the state, re 
understood to be in preparat ” 
Liebmann Breweries is go's 
ahead with Miss Rheingold 0 
1950, and Ruppert prepared to © 
its drive for next year under w ) 


Business Paper Editors See 
1950 ‘Good’ for Industries 

Members of the Society of F \- 
iness Magazine Editors last Thi "s- 
day predicted that 1950 will ¢ 
as good or better than 1949 in 1'- 
tually all consumer and indus’ '@ 
goods industries. 

Higher auto, machine tool ‘"° 
appliance output, higher profi! ‘0! 
department stores, good busi © 
for hotels, heavier rail and tuck 
freight traffic and “optimism ° 
the whole” for movie theaters \ ¢' 
forecast. 
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gre Basic Formula: FINANCE 


of indus- . 
> denen Finance has always been the constant, close partner to commerce and 


favorable industry. Each prospers in relation to the other. As a service, it must be 
id as vic- sold .. . and leading financial institutions sell it through the pages of 


: owe Business Week. 


Financial Advertisers* 
in Business Week 


; ; Bank of America, National Trust & Savings Ass‘n 
a REASON: Business Week is read by a highly concentrated audience of a o ieiten Se, 

)=- ‘a = be] Mont | 

important Management-men . . . executives who have the responsibility of for- Sashor treat Eo. 


r pointed : P es ° es — Chase National Bank 
“ na mulating and maintaining sound fiscal policies for their firm. These Gacsemedeh Grate Go. 


that the men need, and welcome, information about organizations qualified to oe — & Co., Inc. 
. e 7 x rexe °. 

th feder:! advise and assist them on financial matters. First Boston Corp. 
srohibit:d First Guardian Securities Corp. 
c's maxi- RESULT: Business Week carries more financial advertising directed to actu dee kee eueten 
business and industry than any other general business or news maga- Guaranty Trust Co. of New York 

x cae A 7 . Halsey, Stuart & Co., Inc. 
zine. Advertising dollars invested in the pages of Business Week pro- Harriman Ripley & Co., Inc. 
Marine Midland Trust Co. of N.Y. 
Merrill Lynch, Pierce, Fenner & Beane 
Morgan Stanley & Co. 
National City Bank of N.Y. 
Pennsylvania Co. for Banking & Trusts, The 
Peoples First National Bank & Trust Co. 
Reynolds & Co. 
Stone & Webster Securities Corp. 
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*Source: Publishers’ Information Burean Analysia 
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' Names Denman & Betteridge Quick to Westtield Mfg. 


Denman & Betteridge Inc., De-| Norman J. Quick, formerly with 
roit, has been named to handle| Wm. H. Hoegee Co., Los Angeles, 
he public relations and publicity | has been appointed to handle sales 
»f the National Automobile Trans-| service and promotion of Colum- 
porters Association, Detroit. bia and Columbia-built bicycles, 

Westfield Mfg. Co., Westfield, 
Appoint Ansbacher Mass. | 


L. J. Ansbacher has been named 
director of design and printing of | Drops Hudepohl Account 
Geffen, Dunn & Co. and William L. F. McCarthy & Co., Cincin- 
E. Rudge’s Sons, New York. nati, has resigned the account of 
Hudepoh!l Brewing Co., Cincin- 
nati. The agency handled the ac- | 


count for about 15 years. 


QUALITY...SPEED...ECONOMY 


SAMPLES—Miniature plastic models in the 

ten colors of the 1950 Fords form this 

palette for use in windows and show- 
rooms. 


Agate Club Nominates | 

John F. Morrissey, Life, has pve 
nominated president of the Agate 
Club of Chicago. Other officers 
nominated include: Vice-president, | treasurer, R. P. Hohmann, Wom- 
A. L. Vinnedge, Cosmopolitan;!an’s Home Companion; secretary, 


co. 


ogo 14 liines 


“ie AMERICAN LABEL 


2435 forth Sheffield Ave Ch 


E. J. Hughes, Newsweek; and as- 
sistant secretary, Charles Lethen, 
Modern Magazines. Election of of- 
ficers will be held at the Christ- 
mas party, Dec. 29, at the Bis- 
marck Hotel. 


To ‘Rocky Mountain News’ 

B. W. Lewis has resigned as gen- 
eral manager of Radio & Televi- 
sion Life, Los Angeles, to return 
to the Rocky Mountain News, Den- 
ver, as advertising director. He 
previously held that position from 
1941 through 1944. 


Form Murray-Duftus Agency 

Jack W. Murray, formerly with 
Donahue & Coe, New York, and 
Carlton Duffus, formerly with Con- 
tinental Baking Co., have formed 
the Murray-Duffus Agency, 202 
E. Cary St., Richmond. 


to Help Me Sell my 


"| Rely on KANSAS FARMER 


Surplus Stock” 


Harry L. Turner, above, is proud of his champion Poland China herd boar. 
Turner's animals have won championships at lowa, Nebraska, Missouri, and 
Kansas Fairs. 


It's KANSAS FARMER S / 


Display Livestock advertising, 1949 


Kansas Farmer—40,120 lines* A weekly farm newspaper—4, 763 lines** 
*(From Farm Publications Reports, Inc.) ** (estimated—no record published) 


Another example of Kansas Farmer's position 
as Kansas’ leading farm publication! 


KANSAS FARMER, Editorial and Business Office, Topeka, Kansas 


Published by Capper Publications, largest agricultural press in the world. 


Harry L. Turner, of Wilson County, 
Kansas, has been in business only 7 
years—but in that time he has built 
up a reputation in 4 states as a 
breeder of Poland China Champions. 
He’s been a Kansas Farmer 
advertiser almost as long as he’s 
been raising hogs. 


He says the advertising and service 
in the livestock department of the 
Kansas Farmer are second to none — 
which accounts for the loyal 
following Kansas Farmer has among 
stockmen. Turner sells his surplus 
stock each year with the help of 
Kansas Farmer advertising. 


Service and a strong editorial policy 
extend to all phases of farming 

and farm homemaking in Kansas 
Farmer. It develops loyal readers— 
readers that place their confidence 
in Kansas Farmer. And it’s the kind 
of confidence that gets results 

for advertisers! 


When you're looking for the way to 
cover Kansas, remember the 
unequalled prestige of Kansas Farmer. 
- a " You get an audience that is willing 

: to listen... believe... and BUY! 


ito handle 
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Bell Telephone Co. 
Ads Remind Readers 
of Phone's Value 


Cuicaco—Believing that many 
people take their telephone service 
for granted, Illinois Bell Telephone 
Co. has been conducting an inten- 
sive, semi-institutional campaign to 
remind subscribers of the value of 
phone service. 

The company also is convinced 
that if subscribers are reminded of 
the various ways in which phone 
service is useful, they won’t have 
their phones disconnected when 
the family pocketbook is pinched. 

Third principal reason for the 
drive is to stimulate local use of 
telephones, through copy recalling 
such services as time and weather 
reports, and the convenience of 
shopping by phone. 

To accomplish the objectives, the 
company has been using newspa- 
per copy of 840 and 1,100 lines 
with headlines and copy based on 
the general theme, “What was it 
worth w get that call?” The ads 
are running in the four Chicago 
dailies every other week. 


ws Ads with the same format, but 
of 340 lines, have run in 74 neigh- 
borhood and 18 foreign language 
papers, and the same copy also 
is running once a week in 36 
dailies and every other week in 
180 weeklies throughout Illinois. 

In addition to the large-space 
copy, the company is using several 
100-line ads per issue in each of the 
four Chicago dailies, the ads ap- 
pearing in each paper bi-weekly. 
Some 36 dailies and 180 weeklies 
outside Chicago also are carrying 
ads of about 28 lines. 

Typical of the smaller copy is 
an insertion headed, “An ad about 
you.” Copy reads, “Bet you wish 
you had someone to help you with 
the hundred and one jobs that go 
with keeping house. Well, you 
have, you know...It’s your tele- 
phone—one of the biggest bargains 
in the family budget. The more you 
use it, the more it does for you.” 

The campaign, handled through 
N. W. Ayer & Son, will be inter- 
rupted during the holidays and re- 


|sumed next year. 


Shoe Group Starts Drive 


Full-page ads, sponsored by a 
group of shoe manufacturers and 
retailers, are now running in a 
number of newspapers. Starting in 
the New York Sun, which carried a 
page promoting several lines and 
titled, “Fall Footwear for Men,” 
the device was followed in the 
San Francisco Examiner, St. Louis 
Globe-Democrat, New Orleans 
Item and Journal and Star, Lin- 
coln, Neb. J. Walter Thompson Co., 
agency for National Shoe _ Insti- 
tute, prepared the ad. 


Ross Roy Appoints Four 

Jules F. Bernard, formerly pro 
duction manager, has been name 
head of the production and traff! 


| departments of Ross Roy Inc., De 


troit. William L. Miller, who ha 
been Mr. Bernard’s assistant, hi 
been appointed production ma! 
ager. Richard E. Russell has bee 
named traffic manager, and Thon 
as G. Moore, assistant productic 
manager. 


Launches Cobbs Juices 
Cobbs Canning Co., Little Rive 

Fla., will launch its Cobbs brar 

fresh-frozen, concentrated oran: 

and grapefruit juices the first « 

the year. Seven eastern distribt - 
tors have been appointed and 
campaign will break in easte) 
newspapers and business pape! 
Newman, Lynde & Associate ;, 
Jacksonville, is the agency. 


Julore Names Moss Agency 
Julore, New York, manufa~- 
turer of decorative fabrics, has s - 
lected Moss Associates, New Yo! * 
advertising in mag‘ 


| zines, business papers and by ( '- 
anw 


rect mail. The company is 
advertiser. 
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ANTI RUST 


RA, i Be a i rE > ait si 
oe ; * a 
Pas; te ae VMossast ; e . 
¥¢ , aie fh gona? 


IT’S NEW—Monsanto Chemical Co.’s new 
anti-freeze product, Eskimo, is packaged 
in this easy-to-spot can, with full-color 
label designed by Hare Advertising, 
Boston. The product is manufactured by 
the Merrimac Division, Everett, Mass. 


Canadian Agencies 
Make Suggestions 

a = 
for ‘50 Campaigns 

ToroNTO—Canadian agencies are 
finding their clients more confident 
about 1950 business prospects than 
they were about 1949 at this time 
last year, according to a Financial 
Post survey. 

Advertisers generally expect 
continued high sales, greater com- 
petition and greater consumer se- 
lectivity. And they are looking for 
ways of increasing the effective- 
ness of their promotion dollars. 

To make the dollars work hard- 
er, the Financial Post reports that 
Canadian agencies are advising 
clients to incorporate a number of 
specific recommendations in their 
1950 campaigns. 

One such suggestion is that 
clients study the possibility of re- 
peating good ads. Although this is 
a ticklish recommendation for an 
agency to make, several agency 
executives told the Post that “cer- 
tain surveys...show that reader- 
ship tends to grow with repeti- 
tion... On this ground repetition of 
ads may make sense from the 
client’s viewpoint.” 

Another bit of agency advice 
concerns premiums and contests. 
“Unless you believe your product 
could win brand loyalty by straight 
consumer advertising, don’t expect 
premiums, couponing or contests 
to do it.” 

» Other agency suggestions in- 
clude the following: 

“3. Reexamine design of product 
and package to see if it encourages 
impulse buying’ in self-service 
stores and meets possible future 
need for television presentation. 

“4. Prune out the ‘marginal me- 
cia’ (convention programs, lodge 
publications, etc.) and concentrate 
n proven media and dealer aids. 
f necessary, classify marginal me- 
ia as sales promotion expenses, 
ot advertising. 

“5. Reduce waste by keeping ad- 
‘rtising and other selling efforts 
illing in the same direction; then 
' late both to over-all company 
licy on production and distribu- 
tion, 

“6. Use the most careful methods 
selecting and training salesmen. 
“7. Employ ‘reason why’ copy, 
ri ther than unexplained claims 
aid adjectives. Be specific.” 

The Post also found that one 
a:ency is recommending that its 
©: ents spread out in their use of 
dia and not have “all your eggs 
i one basket.” 


= 
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Ronson Moves Desmond 


Johnny Desmond’s five-minute 
1g session will be heard over 
3C under the sponsorship of Art 
‘tal Works, Newark, starting 
n. 11. The weekly program cur- 
ently is carried on Mutual by 
‘ynson. Time is bought through 
ey Advertising Agency. 
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Use More Pork Now, 
Meat Institute Says 
in Newspaper Copy 


Cuicaco—Pork’s a better buy 
than ever, the American Meat In- 
stitute reminded housewives in the 
first of two large-size newspaper 
ads urging them to “plan more 
meals around pork now!” 

The 1,000-line insertion, to be 
followed by a similar appeal early 
in January, ran in more than 250 
newspapers of more than 200 cities 
throughout the country, including 
all major markets. Almost identical 
copy, but in full color, is appearing 
in Life and Look. 

While the initial advertisement 
talks pork values in both price 
and nutrition, the institute regards 
it as public relations copy as much 


as product selling. Accompanying 
illustrations picture appetizing 
pork chops, sausage, ham, bacon 
and pork loin roast. 

Hogs have been reaching the 
market in increasing numbers this 
fall, and “the biggest pork crop 
since the war” is being moved into 
consumer channels. Inventories are 
said to be less now than they were 
at the same time last year. 

Leo Burnett Co. handles the in- 
stitute’s account. 


Gets Soreno Hotel Account 

The New York office of Koehl, 
Landis & Landan has been named 
to handle the advertising and pro- 
motion of the Soreno Hotel, St. 
Petersburg, Fla. 


Names Klingensmith Agency 
Herring-Hall-Marvin Safe Co., 

Hamilton, O., has named H. M. 

Klingensmith Co., Canton, O., to 


handle the advertising for all di- 
visions except the stainless steel 
building products, home safes and 
Hall Safe & Equipment Co., which 
will continue to be directed by 
Rowe & Wyman Co., Cincinnati. 
The appointment becomes effec- 
tive Jan. 1. 


Dooley Joins Weed & Co. 


William J. Dooley, formerly in 
sales with WKLX, Lexington, Ky., 
commercial manager of WTTH, 
Port Huron, Mich., and 15 years 
with WBBM, Chicago, has joined 
the Chicago sales staff of Weed 
& Co., radio station representative. 


Names Alley & Richards 


Munson G. Shaw Co., New York 
liquor importer, has switched to 
Alley & Richards, New York, for 
advertising in newspapers, maga- 
zines and business papers. Mor- 
ris F. Swaney Inc. formerly han- 
dled the account. 


Can you afford 
to underplay the 


| $250,000,000 


(ANNUAL BUYING) 


GOLF MARKET? 
Get full facts from 


GOLFDOM 


JOURNAL OF THE WHOLE BUSINESS 


GOLFing & 


NATIONAL PLAYERS’ _ 
MAGALINE May,” 
Chicago 5 
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NEW YORK - ALBRO C. GAYLOR 


WEST COAST + ROY M. McDONALD CO 


sictaiiiing sieges Mewogpaper 


WINS TOP HONORS 


for outstanding excellence in presentation of 


NEWS ABOUT FOOD 


Hrere's another example of the excellence 
of the editorial material that wins high reader- 


ship for The Deseret News. 


The food column prepared by Winnifred C. 
Jardine, appearing in the daily Deseret News 


and the Sunday locally-edited rotogravure 


Magazine, won the 1949 American Meat Insti- 


tute Award for newspapers in cities of less than 


250,000 population. 


Winning papers in other classifications were 
the Birmingham Alabama News, the Philadel- 
phia Inquirer, the New York Times, and the 


Chicago Tribune. 


In this department, The 


Deseret News takes its place in distinguished 


company. 


Winnifred C. Jardine, left, Deseret News Food Editor, receives 
trophy from Mrs. Monica Clark, head of the American Meat Insti- 


tute Home Economics Department, 
September 26, 1949. 


News That Builds Readership 
Means Better Results for Advertisers 


FIRST IN RETAIL FOOD LINAGE 


Retail food stores, during the first 10 months of 1949, used more space 
in The Deseret News than in any other Salt Lake daily . . . 69,196 more 
lines than the second paper, 72,231 more lines than the third paper. 
(Source: Media Records) 


The Sele Like 


DESERET NEWS 


Serves the Mountain West—Daily and Sunday 
National Representative: Cresmer & Woodward, Inc. 
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at the Drake Hotel, Chicago, 


Now in our 
100th Year 
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Let's Clear Up This ‘Legal’ Problem 


As legislatures turn more and more to administrative departments 
and bureaus to carry out their legislative edicts under loosely drawn 
laws which permit wide administrative latitude, the danger of a con- 
siderable gap between legislative intent and bureaucratic practice 
becomes increasingly greater. 

The latest example is the sudden and surprising decision of the 
State Liquor Authority of New York to prohibit the distribution of 
point of sale items of all kinds by brewers and distillers, and to place 
an arbitrary limit upon the size of on-premise signs and displays. 

The sale of liquor, wine and beer is, so far as we know, still legal 
in the state of New York, and in a number of other states. No one 
questions the right of any state to put hedges about the sale and pro- 
motion of any product in the public interest. But it seems to us that 
there are already more unreasonable and completely arbitrary rules 
surrounding the sale of alcoholic beverages than make sense. 

In Utah, for example, the state liquor commission has expounded 
the hare-brained notion that by prohibiting promotion, alcoholic 
beverage producers will “save money” and therefore should reduce 
their prices. The same sort of cockeyed reasoning might easily eventu- 
ate in New York. 

The New York ruling, which apparently will eliminate the use of 
all kinds of dealer helps, will cause severe injury to a-good many 
people not directly connected with the liquor industry, including point 
of purchase producers, printers, lithographers, etc. 

This in itself is serious, but not necessarily controlling. The im- 
portant point the New York decision raises is one of arbitrary gov- 
ernment by bureaucracy. 

As conditions now stand, and as laws-are now drawn, the latitude 
given the administrators of the laws is enormous—so wide, in fact, 
that in many cases it is literally possible to change the whole purpose 
of a legislative act by administrative fiat. 

When bureaus issue regulations under a law, the burden of proof 
ought to rest on the bureau that its interpretation is necessary and 
desirable to carry out the law. As it is now, quite the opposite is true, 
and as a result some of the “administrative law” we’re living under 
doesn’t add up to much more than official poppycock. 


The Senate Takes a Look at Advertising 


Those who may have been wondering how long the powers-that-be 
in Washington would let advertising alone can stop wondering. The 
answer is not long. 

The Senate agriculture committee is currently investigating the 
cost and function of advertising in an effort to find out why farmers’ 
prices are falling. And Sen. Guy Gillette of Iowa says he acknowledges 
the importance of advertising in creating demand for goods, but won- 
ders if, in the case of foods, it doesn’t merely channel business from 
one brand to another. 

Well, that’s approximately where we came in 20 years ago. 

Henry B. Arthur, research economist for Swift & Co., provided one 
answer when he said: “We think food is more than fuel, and we are 
spending $17,000,000 a year for advertising because we want to whet 
the public’s appetite for better things.”’ He added that the expenditure 
totals less than 72/100th of 1% of Swift’s total sales. 

The fact is that all advertising switches demand from one brand 
to another, but it also increases the total market. And farmers by this 
time ought to be smart enough to realize that advertising of food items 
isn’t cutting their take any. 

It could pretty easily be demonstrated, instead, that food advertis- 
ing has made, and will continue to make, life more pleasant for the 
people who grow or raise the food, as well as for those who consume 
it. 


—Electrical Merchandising 


What They're Saying 


The Role of Advertising 
and Selling in America 

In the years ahead, advertising 
men along with all other Ameri- 
can business men who sell and 
distribute goods and services to the 
people have a tremendous respon- 
sibility. 

It is your job to find out what 
the people need and want—to work 
closely with producers to see that 
the goods are made available—to 
let the public know they are avail- 
able—and to promote vigorously 
the sale of those goods. Your suc- 
cess in carrying out this task will 
contribute heavily to the build- 
ing of a stronger and richer Amer- 
Se 

We have begun to realize the full 
benefits of our economic power. 
One aid to progress is efficient 
production and distribution. Every 
gain in productivity, every gain in 
effective distribution means a more 
prosperous America. 

Another aid to progress is sales- 
manship. Producers and distribu- 
tors know that people must want 
the goods and services our system 
makes available. In a_ broader 
sense, salesmanship is the essence 
of democracy. All of us are en- 
gaged in presenting our views 
forthrightly to others. We make 
progress when each _ individual, 
each group is honestly convinced 
it has something good to sell. 

Business has something to sell 
to the American people. Business 
has proved that it can produce and 
distribute the things people need 
and want. Business has demon- 
strated its ability to grow along 
with the needs of the country. The 
business men of America must 
sell the people on the performance 
of our business system. 

As yet you have not closed your 
sale. To close the sale will require 
a day-after-day effort t¢ convince 
our people that business is for 
them—not against them. 

It is not enough to repeat such 
familiar phrases as “free enter- 
prise.” It is not enough to talk in 
general terms about the blessings 
created by American business. You 
must point out specifically the 
ways in which business is raising 
our standard of living. You must 


explain in detail the way profits 
are invested in growth to create 
more goods and more and better 
jobs. You must tell the people what 
business is doing to make the 
worker’s life more secure and more 
rewarding. Above all, you must 
be sure that your sales talk on 
these and other points is based on 
the facts. 

Advertising can do the job of 
selling American business to the 
American people. Much has been 
done, but the job has only begun. 
Ahead of us lies the second half 
of the twentieth century. Let us 
hope that in those 50 years the 
great contribution of business to 
a prosperous and growing Amer- 
ica will become clearly manifest 
to our people. 


—Secretary of Commerce Charles 
Sawyer, to the Outdoor Advertising 
Association of America, Detroit, Dec. 1. 


The Political Scene 

Rarely in politics has a business 
and social partnership contrived 
to give a state such peculiar rep- 
resentation as Connecticut is get- 
ting from Benton & Bowles. The 
two gentlemen made their pile as 
adepts in the business of advertis- 
ing, which is the art of ballyhoo- 
ing merchandise produced by pri- 
vate enterprise. If Mr. Benton 
emerges as a champion of Mr. 
Truman’s handout state, the least 
the voters may expect to be prom- 
ised is piped in music in every 
home and a 24-volume set of the 
encyclopedia for every tot enter- 


ing kindergarten. 
—Chicago Tribune, 


Dec. 7. 
British Promotion in U. S. 

No one will quarrel with [the 
contention of Sir Graham Cun- 
ningham, chairman, Dollar Ex- 
ports Board] that first-hand exper- 
ience of American advertising 
methods, tastes and reactions is es- 
sential to effective sales promotion 
in that market...But British 
agents know this, and know where 
to find the experts... It would be 
unfortunate if the impression were 
created that British agencies of 
standing cannot efficiently handle 
American campaigns. 


—Advertiser’s Weekly, London, Nov. 
24, 1949. 


Rough Proofs 


Gladys the beautiful receptionist 
says that since the news came in 
from Sydney, the Republicans 
must be more enthusiastic than 
ever over the Australian ballot. 


Even imperturbable Don McNeill 
was a bit nonplused when a lady 
participant in the Breakfast Club 
doings, asked if she wanted a Phil- 
co refrigerator, replied sweetly, 
“No, a Deepfreeze.” 


“Jergens will add toothpaste to 
its line soon,” headlines the world’s 
greatest advertising journal. 

It’s a tough league, but not too 
difficult at present for a good open 
field runner. 


Mr. Hooper’s gals have evidently 
been welcomed embarrassingly of- 
ten as harbingers of gifts, since 
they are now telling interviewees, 
“We are offering no prizes.” 


Charles Percy says sales rep- 
resentatives will have a say in de- 
signing new products for Bell & 
Howell. It’s nice to have the en- 
gineers say they can make it, but 
even more encouraging to have 
the salesmen say they can sell it. 


ADVERTISING AGE urges editorial- 
iy that other admen emulate the 
political careers of the Messrs. 
Benton and Bowles. 

Yes, but what happens if they 
don’t want to be Democrats? 


Great Britain expects 210,000 
North American visitors to spend 
$100,000,000 in Merry England in 
1950. 

U.S. business men agree that’s 
the most painless way of handling 
British imports. 


“If you mean ‘dandruff’,” warns 
Bill Orchard, “don’t say, ‘intoler- 
able scalp condition.’ ” 

Can’t you even say, “Make the 
fingernail test?” 


Kodiak furnishes the biggest 
bears and Iowa the biggest farn 
customers, a publication ad sug- 
gests. 

But while the bears go into hi- 
bernation, Iowa farmers go ‘0 
Southern California. 


Jim Woolf says he knows of a 
bank which provides left-handed 
checkbooks for southpaw depcs- 
itors. They should be at least as 
popular as left-handed monkey 
wrenches. 


Those Magica back sponges (0 
be advertised through the George 
T. Metcalfe agency should app«a! 
to the people who are always si y- 
ing, “You scratch my back and |’! 
scratch yours.” 


New York’s water shortage n.a! 
be just the thing needed to pep uP 
business in some of the discoura <e¢ 
and deflated Broadway night sp's 
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, In the first 11 months of 1949 


| THE PHILADELPHIA INQUIRER 
| PUBLISHED 31,442,000 LINES 
| OF ADVERTISING... 


Now leading the 2nd newspaper 
by 5,141,000 lines! 


Philadelphia 
test linage volume ever carried by any 
This is the grea 


48 
months of 19 

f 1.654.000 lines over the first eleven 

increase of I, 4, 


Source: Media Records 
Both Tur INQUIRER and 2nd Paper publish 7 days 


Che Philadelphia Inquirer 


Exclusive Advertising Representatives . 
Ww. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBER 


TR. BECK, 20 N. Wacker 
West Coast Representatives: FITZPATRICK & CHAM 


Drive, Chicago, Andover 3-6270; 
BERLIN, 155 Montgomery 


St., San Francisco, Garfield 1-7946 


Bidg., Detroit, Woodward 5-7260 
s, Michigan 0578 
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ALABAMA 


$412,862,000 
Farm Family Buying Power 
eeeeeeceeeeeeees 


GEORGIA 


$495, 490,000 


Farm Family Buying Power 
eeeeeeeeeeeeees 


MAINE 


$194,823,000 


Farm Family Buying Power 


GR NEBRASKA i 
, o 
$773,255,000.. 


Farm Family Buying Power 3 
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More important, how much do farm 


ee i 
oss E 


families in your state spend at retail ? 


In the most progressive farm homes in all 48 states, you’ll find FARM JouRNAL— 


the largest selling magazine in rural America. In the 34 big farm producer states 


shaded red, it outsells the only other farm national. In fact, in the eight great states 


marked with a®, FARM JOURNAL reaches the largest consumer audience of any 


national magazine. _— 
This is a real tribute to the vision and capabilities of the editors of FARM | 
JOURNAL, who keep 2,770,000 American families informed and inspired. It also 
explains why so many business men with not only farm but consumer goods to 
sell rely on FARM JOURNAL. 
If you subscribe to the axiom that the salesman, man or magazine, who makes 
most calls in the right places makes more sales—you too will want FARM JOURNAL 


—biggest salesman in most of America—working for you in 1950. 


Farm Journal » 


Biggest Salesman in Most of America 


FARM MARKET TOTAL 
e 
RETAIL EXPENDITURES 


In measuring your sales opportunity in the 
farm market, you naturally want the most 
‘tworkable’’ figures you can get. 

**Gross farm income’’ isn’t the answer; 
it’s a business income. ‘‘Net farm income”’ 
covers income only to the farm operator. 
Neither figure includes billions of farm 
dollars earned in work other than farming. 

In 1946, Dr. Robert J. McFall, who directed 
the first U. S. Census of Distribution, es- 
tablished for FARM JOURNAL the first 
accurate, working measure of sales, based 
on actual farm cash buying. His study won 
an AMA award. = 

The new study, based on 1948 farm cash 
expenditures, and broken down by states 
and counties, will be available shortly. If 
you would like to be high on the list to 
receive it, write Research Dept., Farm Jour- 
nal, Washington Square, Phila. 5, Pa. 
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Garber Sees ‘Good Business in ‘50, 


with Dollar Volume Off Only 5%’ 


New YorK—“In a nutshell, bus- 
iness in 1950 will be good, with 
dollar sales less than 5% below 
1949,” D. Allyn Garber, editor, De- 
partment Store Economist, says in 
the current issue. 

He sees the first quarter “5% 
to 8% off; second quarter 5% 
(without GI insurance refund it 
would be more); third quarter 
about dollar for dollar with 1949. 
Net profit up 20-25% over 1948.” 

Mr. Garber’s predictions are giv- 
en as a result of receiving a “flood 
of letters asking how we feel about 
1950—not how some professional 
economist paints it in $10 words, 
but how the man in the observa- 
tion tower (that’s what they call 
us) sees department store pros- 
pects for 1950.” 


e Mr. Garber sees a “further drop 
in the general price level (not 
all prices), but not much in view 


FIRST: The Tacoma-Seattle retail trad- 
ing zones—the “Puget Sound Circle” 
—account for 55% of Washington 
State's total business volume. You 
must have fu// impact in this market 
—and you get that impact only when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
age can't be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


Write for latest circulation 
and coverage figures— 
or see ; 


SAWYER, FERGUSON, WALKER CO. 


of continued demand, higher wage 
costs and inflationary government 
policies. Food prices, men’s cloth- 
ing and furnishings, shoes, auto- 
mobiles, transportation, rents, ma- 
jor appliances, admissions, laundry 
and other services, and construc- 
tion costs still have a long way to 
come down (all bearing on the 
proportion of consumer dollars 
spendable in department stores) 
but not many items that depart- 
ment stores sell. 

~“Take-home wages will be no 
greater, so stores’ competition for 
the dollars will be more intense. 
Not the time to reduce promotion- 
al effort or cut advertising. Every 


dollar of selling salaries will have 
to do more work. 

“In short,” Mr. Garber concludes, 
“1950 will be almost a repetition 
of 1949 but getting better, for 
stores with guts.” 


NEMA Elects Blakeslee 


H. G. Blakeslee, vice-president 
and general manager of Cory Corp., 
Chicago, has been elected chair- 
man of the commercial cooking 
equipment section of the National 
Electrical Manufacturers Associa- 
tion. 


Appoints Horton-Noyes 

Horton-Noyes Co., Providence, 
R. I., has been named to handle 
the advertising of Ostby & Barton 
Co., O-B rings and jewelry. Mag- 
azines, business papers and direct 
mail will be used. 


Kirkwood Joins Hewitt 


Hewitt, Ogilvy, Benson & Math- 
er, New York, has added Murray 
D. Kirkwood, formerly advertis- 
ing director of International 
Standard Electric Corp., to its staff 
as account executive. 


Ross Roy Appoints Bowles 


Al. E. Bowles has been ap- 
pointed director of dealer services 
for Ross Roy Inc., Detroit. He will 
be in charge of direct mail, slide 
films, data book service and simi- 
lar material. 


Joins General Appliance 


Lucille Scheelhaase, formerly in 
charge of publicity of Arthur Mur- 
ray Studios in Denver, has joined 
General Appliance Co., Denver, 
where she will do direct mail ad- 
vertising. 


Advertising Age, December 19, 194: 


Filbert Promotes Margarine 


Mrs. Filbert’s new Golden Quar 
ters margarine is receiving heav 
promotion in 60 major market 
through radio spots and newspape 
ads, which are in color wheré pos. 
sible. Sullivan, Stauffer, Colwe!! 
& Bayles, New York, is handlin: 
the campaign for J. H. Filbert Inc . 
Baltimore, which recently starte ; 
packaging its margarine in gold- 
colored aluminum foil. 


Kellogg Names Talmage 

T. DeWitt Talmage has been 
named assistant sales manager of 
Kellogg Switchboard & Supply 
Co., Chicago. 


Appoints William Niles 


William J. Niles has been ap- 
pointed sales manager of Montrea! 
Locomotive Works, Montreal. 


Represented Nationally by 
The Sawyer, Ferguson, Walker Co. 
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‘Harper's’ Proof— 
The More You Earn, 
The More You Drink 


New YorK—As income rises, 
the number of types of liquor con- 
sumed advances sharply, and so 
does the number of persons with- 
in a family who drink, according 
to a new research study just re- 
leased by Harper’s Magazine. 

Families earning under $2,000 
consume an average of 2.9 types 
of alcoholic beverages, chiefly 
bourbon, beer and wine, the sur- 
vey shows. This figure advances 
steadily with income to an average 
of 4.5 types consumed in families 
with incomes of $7,500 and more; 
and 5.7 types consumed by fami- 


BE. ix 


lies with $20,060 or more. 

“This factor,” David Frederick, 
general manager of Harper’s Mag- 
azine, points out, “is of special im- 
portance to advertisers of special- 
ties and relatively thin market 
items such as liqueurs, brandies, 
imported wines, Irish and Cana- 
dian whiskies, etc.” 


we The average number of mem- 
bers of a family who drink is 1.4 
at the $2,000 and under level. 
This figure advances progressively 
to the point at which there are 
2.2 family members who drink 
when the family income level 
reaches $10,000 or more. 

The Harper findings are part of 
a more detailed study of drinking 
habits of the magazine’s readers. 
The facts were obtained from the 


Harper’s Leadership Panel, a con- 
tinuing study conducted by In- 
ternational Public Opinion Re- 
search, an affiliate of Elmo Roper. 


es According to the study, 81% of 
Harper’s families drink or serve 
alcoholic beverages. Bourbon and 
Scotch are the principal drinks, 
being used by 56% and 51%, re- 
spectively, of the respondents. 

To give comparability to the 
findings, they are related to the 
national drinking pattern as re- 
ported in the Quarterly Journal 
of Studies on Alcohol, published 
by Yale University. 

The Yale report shows drinking 
to be most heavily concentrated 
among people who have high in- 
comes, who have higher education 
and who live in urban areas. 


Because of the predominance of 
Scotch and bourbon drinkers, 
Harper’s circulation is compared 
with the geography of national 
sales of Scotch, straights and bonds. 
It also shows the extent to which 
Harper’s families are brand con- 
scious and gives a detailed analysis 
of the brands asked for. 


Morgan, Reed to KPHC 

Clem Morgan, formerly man- 
ager of Station KAYS, Hays, Kan., 
has, been named general manager 
of Station KPHC, Walsenburg, 
Colo. Hal Reed has been appointed 
commercial manager. 


Jensen Named Sales Manager 

T. J. Jensen has been appointed 
sales manager of the Colorado Iron 
Works, Denver. He joined the 
company in 1943. 


In a pickle? 


Advertisers who know their onions 


know there’s nothing like the warm and 


friendly salesmanship of home-grown 


talent to solve their sales problems 


in local areas. 


As in the case of one of the nation’s 


largest tobacco companies.’ Thanks to a 


Radio Sales Account Executive, they 


bought WBT’s big star, Grady Cole, and 


built their entire promotion campaign 


extra momentum. 


around him in the Carolinas. Now? 
Sales are driving ahead of the pack... 
and this big cigarette advertiser 

has found that using local live talent 


gives his coast-to-coast campaign 


Illustrates why national spot adver- 
tisers now use more than 750 local live 
talent broadcasts each week on the 
stations represented by Radio Sales... 


in 13 of your most important markets. 


+Another real-life story 


RADIO SALES 


Radio and Television Stations 
Representative...CBS 


Radio Sales represents the best radio station 


the CBS 


one of course—in Boston, New York*, Washington, 
D. C., Philadelphia*, Richmond, Charlotte*, Birmingham*, 
St. Louis, Chicago, Minneapolis-St. Paul, 


Salt Lake City*, Los Angeles*, San Francisco, and 


the West Coast’s leading regional network. (*And the best 


TV station in these markets.) 


WFIL Promotes Rubenstone 

| James L. Rubenstone, a member 
|of the promotion staff of WFIL, 
| Philadelphia, has been named spe- 
|cial events director. He will work 
| closely with the program depart- 
ments of both WFIL and WFIL- 
TV. 


Vreeland Advanced 


John S. Vreeland, sales repre- 
sentative of Simmons-Boardman 
Publishing Corp., has been named 
business manager of Railway Sig- 
naling & Communications, with 
headquarters in New York. 


Brookdale Names Klein 


Morris Klein, formerly with 
Robert L. Schwartz & Bro. as sales 
and promotion manager, has been 
appointed an associate member and 
partner of Brookdale Sport Togs 
Inc., New York. 


Names Simpson-Reilly 


Milk Plant Monthly, Chicago, 
has named Simpson-Reilly Ltd., 
Los Angeles, San Francisco and 
Seattle, as its advertising repre- 
sentative. 


©. C EXPLOBION-PROOF MOTORS = qu hg 
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Your sales message is given 
. 


as YOU want it — not as someone else re- 


members it. 


We'll be glad to show you 


how these famous easel binders fit perfectly 
with your sales promotion plans. Write for the 


time eliminates misunderstandings, confusion, 
facts — Now. 


conflicting thinking, and other factors that in- 


fluence sales. 
The job of organizing your sales material and 


the actual presentation of it by your salesmen 
is simple—when you bind it in a Heinn Loose- 


Leaf Easel Binder. 


Present your 


Your sales-story loses something 


when you depend on someone else to carry it 
along to the man with the final say-so. 
— with words and pictures — to groups 


Do that — and your sales will go zooming to 
instead of individuals, wherever possible, 


new highs — with substantial saving of sales- 


men’s time! 
Here's the way to do it: Organize your sales 


facts logically and attractively. Bind them in a 
Telling your story to ALL the key men at one 


Heinn Loose-Leaf Easel Binder. 
The HEINN Company * 326 W. Florida Street * Milwaukee 4, W 


story 


INCREASE YOUR SALES-AUDIENCE WITH HEINN EASEL BINDERS 
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‘Life International's’ Readers Own 
More Than Their Next-Door Neighbors 


New YorK—Life International 
readers show a marked preference 
for U.S. products, well above that 
of their neighbors in the same in- 
come bracket. This was revealed 
in.a recent study covering Norway, 
Sweden, France, Belgium, Switzer- 


land, South Africa, Cuba, Mexico, 
India and the Philippines. 

The study used the unusual tech- 
nique of interviewing 6,320 Life 
International readers, and then 
checking their next-door neighbors 
who represented almost identical 


#540 WN. MICHIGAN AVE. #185 N. WABASH AVE. #410 N. MICHIGAN AVE. #111 E. DELAWARE ST. 


DWowds 


STANDARD 


ty ie 


buying power. 

Significant differences in the 
two groups were shown, among 
them that the magazine’s readers 
held better jobs, owned more auto- 
mobiles, and a higher percentage 
of U.S. cars and consumer dur- 
ables. Life’s readers were better 
educated than their neighbors, and 
traveled abroad more often, par- 
ticularly by plane. 

A query on future buying of au- 
tos, mechanical refrigerators, elec- 
tric washing machines and radios 
revealed, in each instance, that 
a greater percentage of Life’s 
readers, compared with those of 
similar income groups, preferred 
U. S. makes. 


Durk Agency Appointed 

Durk Advertising Agency, New 
York, has been appointed to han- 
dle the advertising of Hollywood 
Television Productions, New York. 


‘Le Droit’ Names Shannon 

Shannon & Associates has been 
named U. S. representative of Le 
Droit, Ottawa, Ont., Can. 


Penn McLeod & Associates, mar- 
keting research concern, with 
headquarters in Vancouver, is 
opening a clients’ sales and service 
‘office at 365 Yonge St., Toronto, 
with R. B. Dickinson as manager. 
The company also is opening an of- 
fice in Seattle. 


Pantasote Appoints Kahn 


Pantasote Co., New York, maker 
of vinyl fabrics, has appointed 
George N. Kahn Co., New York, to 
handle its Pantex furniture cover- 
ings and Lifewall wall coverings. 
Cayton Inc. formerly had the ac- 
count. 


KYOR Appoints Withrow 

Earl Withrow, formerly man- 
ager of WAIT, Chicago, has been 
appointed manager of KYOR, 
Blythe, Cal., replacing Robert 
Wareham. 


Appoints De Lisser 

The Daily Republican, Phoen- 
ixville, Pa., has named De Lisser 
Inc. as its national advertising rep- 
resentative. 


Represented by 
O'MARA & ORMSBEE 


New York + Detroit - Chicago 


Los Angeles + San Francisco 


The average Seattle family has a spendable 
income of $5,102 a year (second highest of any 
major U. S. market). The TIMES reaches 8 out 
of 10 Seattle homes. So the advertising success 
formula is simple: Concentrate frequent advertising 


DOES IT in Seattle! 


WITH 1 TH 
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SEATT 
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in The SEATTLE TIMES. It can’t miss. It’s 
succeeding for hundreds of advertisers. In this 
way you concentrate your selling power in reaching 
8 out of 10 Seattle buying dollars. Remember: 


“ONE DOES IT” in Seattle! 
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Canadian Senate 
Bans Crime Comics 


OtTtawa—A bill banning crime 
comics books has been passed in 
the Canadian Senate, to become 
law when given royal assent. It 
earlier passed the House of Com- 
mons. 

The measure met considerable 
opposition in the Senate. Repre- 
sentatives of the comics book busi- 
ness protested that newsstand deal- 
ers might clear all comics books 
from their stands as a result. The 
bill defines a crime comic as “any 
magazine, periodical or book which 
exclusively or substantially com- 
prises matter depicting pictorially 
the commission of crimes, real or 
fictitious.” 


ms Henry Schultz, New York, ex- 
ecutive director of the Association 
of Comics Magazine Publishers, 
told AA that he was “surprised 
that it passed, since the bill had 
been defeated before. I don’t think 
it affects American publishers here 
to any great extent, though some 
send mats and plates to Canadian 
publishers for use there. We are 
sounding out publishers here to 
see the extent of their interest, 
and it may develop that we take 
part in the opposition. It is most 
unfortunate that a matter, which 
was apparently settled, has to be 
reopened. In any case, Canadian 
papers seem to think it is unen- 
forceable.” 

Richard A. Feldon, president of 
National Comics Group, reported 
that his organization will not be 
affected, because “we have no 
crime comics.” 


W. H. Haase Joins Four A's 


American Association of Adver- 
tising Agencies has added Walter 
H. Haase, formerly assistant to the 
president of Equity Corp., to its 
New York executive staff. Mr. 
Haase will be concerned with 
agency administration, mechanical 
production and personnel. 


Schedules Builders Show 


The 1950 St. Louis Bildors Home 
Show will be held at Kiel Audi- 
torium in St. Louis, Feb. 11-19. 
Endorsed by the Home Builders 
Association of Greater St. Louis 
and the St. Louis and St. Louis 
county chambers of commerce, 
the show will be staged in collab- 
oration with Better Homes & Gar- 
dens. 


( Advertisement) 


New Board Chairman 


~— 


 —“ 
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Chester M. MacChesney has becn 
elected chairman of the board of Acr e 
Steel Co., Chicago. Mr. MacChesn: y 
says, “To keep up with an ever-chan .- 
ing basic industry like Steel, I find |! 
must read The Wall Street Journal © 
keep well informed on all current n:- 
tional business news.” Advertisers re °- 
ognize the 236,110 daily Journal read: 's 
(including 36,125 board chairmen a 14 
company presidents) as the big mar! ¢t 
of production and distribution. If th: se 
are the men you want to sell, advert s¢ 
to them regularly through the pages 0! 
the Only National Business Daily. 
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Announcing two of the most 


significant editorial projects of the year ; a 


The New York Times 


Annual Review and Forecast 
df U.S. Business 


Industry and Finance 


with the issue of January 3, 1950 


Annual Review and 


‘ 


Of International 


Trade and Industry 


with the issue of January 4, 1950 


Only The New York Times, with its unrivalled world-wide news gathering organiza- 


tion, the biggest maintained by any newspaper or magazine, could undertake and 


carry through an editorial assignment of this magnitude—an authoritative and 


on-the-spot appraisal of the state of the national and international economy at the . 


beginning of a new year. 


Universal recognition of The Times skill and authority in covering such news 


completely, accurately, and impartially will make these sections must reading 


among policy-making leaders in business, industry, finance, and government. 


The opportunity for advertisers who seek a top-level audience nationally or inter- 
nationally, or both, needs no word embroidery. The editorial impact and significance 


of these sections will lend the advertising they carry unusual persuasiveness. 


If you haven't already planned to include either or both of these sections in your 1950 
advertising and public relations programs, you ought to get full information today. 


Any of our advertising offices will be happy to oblige, at your convenience. 


The New Pork Times 


““ALL THE NEWS THAT’S FIT TO PRINT” 


New York: 229 West 43rd Street 
Boston: 140 Federal Street 
Chicago: 333 North Michigan Avenue 
Detroit: General Motors Building 
Los Angeles: Sawyer-Ferguson-Walker Co., 645 South Flower Street 
San Francisco: Sawyer-Ferguson-Walker Co., Russ Building 
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*John and Carl Weber read , , 
Tue Hore: Montuty regularly. food men in the hotel business. 


sell the primary hotel market FIRS. * i 


$6,855 to cook with... 


. has been invested in new kitchen 
equipment by the Avalon Hotel, Wau- 
kesha, Wisconsin, recently.* 

The Avalon is typical of the progres- 
sive, profitable food operations featured 
editorially in THe Hote. MontHLY — 
in the only special Food Department sec- 
tion in the hotel field. 


Your advertising in THe Hore. 
MonTHLy will be read by the leading 


paid circula- 
tion in the 


Published by John Willy, Inc., 1948 Ridge Ave., Evanston, Ill. 


WEST COAST 
Simpson-Reilly, Ltd., Seattle 
Los Angeles, San Francisco 


NEW YORK 21, N. Y. 
Warren Thompson Mayers Co. 
130 East 61st Street 


5th of a series 


<a 
WBS se 


hotel industry 
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Walsh Appoints Two 


Walsh Advertising Co., Toronto, 
has appointed J. Everett Palmer 
as radio director. He also will be 
co-director of a television depart- 
ment in association with Charles 
D. Truman. Gordon E. Howard, 
who has served with Canadian 
Eroadcasting Corp., has joined the 
agency as supervisor of radio ac- 
counts. Plans for expanding the 
Toronto radio department include 
provision for TV services when 
visual broadcasting begins in Can- 
ada. 


To Warner, Schulenburg, Todd 


Beltx Corp., St. Louis, manu- 
facturer of a line of women’s per- 
sonal items, has named Warner, 
Schulenburg, Todd & Associates, 
St. Louis, to direct its advertising. 
Wortman, Wilcox Co., New York, 
formerly handled the account. 


Appoints Lovick Agency 

James Lovick & Co., Montreal, 
has been named to handle the 
French advertising of Dominion 
Preserving Co., Montreal. Habitant 
pea and vegetable soups will be 
featured in newspaper ads. 


COST CUTTING— 


McGraw-Hill International magazines’ reader 
inquiries have been boosted to an all time high 
by our publishing a continuing series of edi- 


torial articles on COST-CUTTING — manage- 


Our McGraw-Hill 
Economist, after his 
usual careful year-end 
laa 6 cathitie nacional CONSTRUCCION. 
that over-all U. S. ex- 
ports will be down in 
1950 (mainly foods) 
but exports of machin- 


ery will be 20% © 
ahead of 1949. 


The McGraw-Hill DI- 
GEST is read by 30,- 
000 key management 
men overseas who will 
be mainly responsible 


for placing the orders . 
oe REPORT TO MANAGEMENT 


for this increased bus- 


iness. - Rising Costs, Tighter Markets 


Demand Cost ssitnatnid 


Let us show you the 
experience record of 


individual advertisers 


CHEMISTRY 
in pulling inquiries | ——<OMSTRUCTION 
«ELECTRICITY 
from the DIGEST au- | sy eie sages 


dience — and their f FOOD PROCESSING 
: 


MECHANICAL DESIGN. ae oe 
own analysis of con- a «te 
METALWORKING ~— | 
verting these inquiries MINING - < bt. 
into sales. PLANT MANAGEMENT — Ras 
«POWER . _—~ 
' SELLING cS 
ss TEXTILES 


TRANSPORTATION 


Every McGraw-Hill Mag- 
azine is a Member of 
or is Qualifying for 
Membership in the Au- 
dit Bureau of Circula- 
tions, 


McGraw-Hill International 


anta, Boston, Chicago, Cleveland, Dallas, Detroit, Los Angeles, Philadelphia, 
n Francisco, Washington, Buenos Aires, London, Rio de Janiero, Mexico City 


ment's No. 1 problem the world over... The January 1950 issue of the McGraw- 
Hill DIGEST will include a 24-page editorial bonus on this timely problem . . . 
And the Editors will continue an all-out job in the March 1950, 32nd Annual 
Preview Issues of Ingenieria Internacional INDUSTRIA and Ingenieria Inter- 


Corporation 
LD-WIDE HEADQUARTERS FOR BUSINESS INFORMATION e@ 330 West 42nd Street, New York 18, N. Y. 


Pittsburgh, St. Louis, 


Advertising Age, December 19, 1949 


Buchsbaum Prepares 
‘50 Color King Pen 
Advertising Drive 


Cuicaco—Following its prelim- 
inary newspaper, direct mail and 
point of sale campaign for Color 
King three-in-one pens in the Chi- 
cago area, S. Buchsbaum & Co. is 
completing 1950 plans for extend- 
ing the promotion to other mar- 
ke.s. The Color King pen writes 
in three colors. 

Buchsbaum used a full page in 
the Chicago Tribune on Nov. 13 
and a 600-line ad in the Nov. 18 
Sun-Times. to promote the product 
locally, plus direct mail and deale: 
displays, mats and stuffers. 


ws The company reports that the 
promotion has been “very success- 
ful.” Plans for expanding the cam- 
paign in 1950 depend “largely on 
general business conditions in Jan- 
uary.” 

Buchsbaum also plans to expand 
its promotion of Elasti-Glass rain- 
wear next year. The vinylite plas- 
tic raincoats will be _ boosted 
through a color spread in The Sat- 
urday Evening Post, early in 1950. 

In addition, Buchsbaum now is 
using Charm, Esquire and Harper’s 
Bazaar, plus direct mail, newspa- 
pers and point of sale material, 
and probably will continue with a 
similar campaign next year, al- 
though promotion plans have not 
yet jelled. 

Irving J. Rosenbloom Advertis- 
ing Agency has the account. 


Dr. Lyon's Drive Scheduled 


R. L. Watkins division, Sterling 
Drug Inc., New York, will pro- 
mote Dr. Lyon’s tooth powder, Dr. 
Lyon’s ammoniated tooth powder, 
Dr. Lyon’s toothpaste and Double 
Danderine in 15 comic supple- 
ments of the Metropolitan Group 
and 22 in Puck-the Comic 
Weekly. Thompson-Koch Co., New 
York, is the agency. 


Names Erwin, Wasey 


Erwin, Wasey of Canada, To- 
ronto, has been named to handle 
the advertising in Canada and the 
United States for Fleury-Bissell 
Ltd., Elora, manufacturer of farm 
and garden equipment. 


Potter Joins Freiberger 


Jimmy Potter, formerly an art- 
ist with George Cherry Advertis- 
ing Agency, has joined Curt Frei- 
berger & Co., Denver. 


Only IN THE 


PANTAGRAPH 


Can You Reach 117,000 People 
In Central 


" MeLEAN 
counry | 


ei newspaper 


a papers can be- 


or group of 


gin to cover 
this rich, 
responsive 
market. 
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is now amember — 
of the Audit Bureau | 
of Circulations 


Family Circle announces that, effective with the first six months’ period 
of 1949, its circulation has been audited by the Audit Bureau of Circulations. 


Statements for that period will shortly be issued to advertisers and de- 
tailed breakdowns will be available as soon as they can be prepared. 


Membership in A. B. C. is but one more step in the growth of Family Circle— 
the magazine that is bought every month by 1,700,000 shoppers in the 7,000 
stores of 9 of the country’s leading grocery chains. 

This point-of-sale method of distribution is Family Circle’s assurance to the 
advertiser of a selective audience ... not just women. . . not just home-makers . . . 
but known, chain-store shoppers, the purchasing agents for all home requirements. 

Family Circle’s editors feel that the interests of this selective audience center 
around the family and the home. To appeal to these interests, Family Circle 
devotes a larger percentage of space than other women’s service magazines to such 
features as food, household equipment, child care, fashions and needlework, and 
home decorating. The table of contents of the December issue, reproduced at the 
left, will show you just how Family Circle supplies the value-conscious housewife 
with her kind of service magazine. 

That’s why 1,700,000 family purchasing agents buy Family Circle every 
month... buy it... read it... use it as their home-making and shopping guide. 


Family Circle is sold in the 7,000 stores of these 9 chains: 


ALBERS SUPER MARKETS + AMERICAN STORES CO. + H. C. BOHACK, INC. 
COLONIAL STORES, INC. + FIRST NATIONAL STORES, INC. + GRAND UNION COMPANY 
JEWEL FOOD STORES + RED OWL STORES, INC. + SAFEWAY STORES, INC. 


25 WEST 45th STREET, NEW YORK 19,N. Y. + LUxemburg 2-1900 
CHICAGO OFFICE: 360 N. MICHIGAN AVE., CHICAGO 1 ~- RAndolph 6-0828 
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1,700,000 CASH-AND-CARRY CIRCULATION IN 9 GROCERY CHAINS 
WITH 1948 SALES VOLUME OF $2,633,149,839 
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Color Comics, 
Stores Support 


Up Visking Sales 


Cuicaco—Meat packer and re- 
tailer advertising has helped Vis- 
king Corp. win 75% of the U. S. 
sausage market for its cellulose 
casings, William R. Hemrich, ad- 


vertising and sales promotion man- 
ager, told the Newspaper Repre- 
sentatives Association of Chicago 
last week. 

The company has achieved that 
record, he said, even though it 
faced the unique task, when it 
started out 25 years ago, of “ad- 
vertising something we don’t make 
in order to sell something the cus- 
tomer never sees.” Visking had to 
overcome terrific resistance from 
slaughterers and oldtimers in the 
industry who couldn’t see any 
merit in the artificial product when 


INCORPORATED. 
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natural anima! casings were handy. 
Total sales of frankfurters in 
1938, when Visking ran its first na- 
tional advertising in The Saturday 
Evening Post, amounted to 350,- 
000,000 pounds, of which 33% rep- 
resented Visking’s share. Last year, 
said Mr. Hemrich, sales had gone 
up to 765,000,000 pounds, and Visk- 
ing’s share amounted to 72%. 


@ Visking used magazines until 
1945, when it went into Parade and 
This Week Magazine, and this year 
it decided to switch to a Sunday 
color comic strip, “The Tender 
Family,” in newspapers of major 
markets. 

The company adopted comics for 
four major reasons, he continued. 
These were to (1) reach more peo- 
ple in areas where most food dol- 
lars are spent; (2) presell the im- 
portant juvenile market; (3) pro- 
vide Visking and packers’ sales- 
men with a sales tool they could 
use in building retailer coopera- 
tion; and (4) make each advertis- 
ing dollar work harder. 

Contrasted with 1945, when 72 


packers bought point of sale ma- 
terial for distribution to stores, 
this year 319 customers have pur- 
chased 82,000 cards, 21,000 hang- 
ers, more than 1,000,000 price tick- 
ets, 44,000 streamers, 453,000 comic 
books and more than 2,000,000 
Hallowe’en party folders. 


s During the May to October, 
’49, period, Mr. Hemrich said, re- 
tailer copy mentioning Visking’s 
Skinless trade name appeared in 
more than 1,000 newspapers. Lead- 
ing store chains featured the com- 
pany’s “Skinless franks—Sure to 
be tender” theme. 

Visking hopes soon to begin ad- 
vertising a new casing, the kind 
that stays on. the product until it 
reaches the consumer’s home. 
These casings, for larger sausages, 
will carry the packer’s name and 
brand, printed in as many colors 
as desired. 

The company, said Mr. Hemrich, 
isn’t disclosing sales figures yet 
for 1949. But, he observed, “they’re 
swell.” 


DOUBLE EXPOSURE DOES IT... 
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and to sell industry you must expose your product to both middle management to recommend it and 


top executives to approve the purchase. Only Modern Industry, with its 55,000 readers equally divided 
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Industry 


55,000 copies per month. 


$47 MADISON AVENUE, NEW YORK 17, NW. ¥. 


Advertising Age, December 19, 1949 


New Yorkers’ TV 
Variety Declines 


New YorK—Despite the advent 
of one new station (WOR-TV), 
viewers here have slightly less 
video fare to choose from than they 
did in May, Wallace A. Ross re- 
ports. 

During the last week of Novem- 
ber there were 251 TV programs— 
network and local—visible weekly 
in New York. In May when WOR- 
TV was still in the building stage, 
the week’s total was 253 shows. 
New York stations were telecasting 
1,053 quarter hours weekly in May; 
in November they were on the air 
1,093 quarter hours weekly, Mr 
Ross said. 

Program trend is toward drama 
(40 now, 18 in May) and away 
from children’s fare (19 now, 29 
in May). Number of musicals has 
also declined, from 35 in May to 
29 now. 

Mr. Ross, who makes periodic 
reports on TV costs, programs and 
trends, based this study on all pro- 
grams visible in New York except 
on WATV, Newark. The decline 
in the number of telecasting hours 
he attributes to the curtailment of 
afternoon programming by NBC 
and the establishment of a five- 
day telecasting week by WJZ-TV, 
ABC’s station. WOR-TV also op- 
erates on a five-day week. 


Goodrich International 
Promotes Costello, Ireland 

International B. I’. Goodrich Co., 
foreign trade division of the B. F. 
Goodrich Co., Akron, O., has ap- 
pointed Bernard M. Costello, form- 
erly vice-president and _ factory 
manager, B. F. Goodrich Co. of 
Canada, as vice-president for man- 
ufacturing of the foreign trade 
subsidiary. 

William E. Ireland, merchandise 
manager of International B. F. 
Goodrich since 1947, has been 
named vice-president in charge of 
sales of the international com- 
pany. 


Flint Leaves Peter Paul 

C. H. Flint has resigned as vice- 
president and sales manager of 
Peter Paul Inc., Naugatuck, Conn., 
candy bar manufacturer. Herbert 
Billings, assistant sales manager, 
has been named acting sales man- 
ager. Edward Dalton has been ap- 
pointed assistant sales manager. 
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Make-Me-Pretty Time 
On MAIN STREET 


What happened was this: 


Mrs. Mainstay read an advertisement that told about a new improved Home Permanent 


Wave. She bought a kit and daughter Sue gave mom a lovely hair-do. 
At bridge next day, the gals were impressed. They looked—and learned. 
Now all the mothers and daughters are giving each other curls. 


Because on Main Street the leaders really lead. Everybody knows everybody else, 


chit-chat is a popular pastime, word of mouth advertising a reality. 


PATHFINDER hits this Main Street Market at the top. Do you? 


nee A 


“ 
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Do you know that 48c of every con- 
sumer dollar spent for toiletries and toi- 
let goods, including beauty aids, is spent 
by people living in and around towns 
of 25,000 and less. 

Drug stores in this market accounted 
for all the gain last year in drug sales 
volume. 

These druggists and the retailers of 
many lines say that PATHFINDER sub- 
scribers are the best customers in their 
towns. Why not check us—drop a line 
to PATHFINDER, Philadelphia 5, Pa. 


Graham Patterson 
President 


PATHFINDER 


The Family News Magazine 
1,200,000 Leading Families 
Your Main Street Dealers Know 
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Mbiayrigpe by ty STECHER - TRAUNG 


HERE, again, we present another sample of fine color lithography by 
Stecher-Traung—the kind of lithography that’s helping countless 
companies sell their products or services easier, faster, more economically. 
Here, too, you see at a glance how natural, full color puts sparkle and 
sales appeal in drab or otherwise colorless illustrations. 
For true-to-life representation, dramatic selling influence and 
quick response, dress up your sales and advertising material with the 
best in color art—“Lithography by Stecher-Traung.” We suggest 


you get in touch with our nearest sales office—today! 


SPECIALISTS IN FULL COLOR — Consumer Folders * Booklets * Catalogs * Circulars * Broadsides * Labels 
Box Wraps * Streamers * Displays * Posters * Folding Boxes * Merchandise Cards 
Greeting Cards * Seed Packets * Specialty Envelopes 


STECHER-7RAUNG 


P. S.—Send for our LITHOGRAPH CORPORATION 


new book ‘How To Save Money 
on FULL COLOR Lithography" — Plants at 
Ci Rochester 7, New York « San Francisco 11, California 


full color material. Write 
on company letterhead for 
free copy. 


Offices: Baltimore * Boston « Chicago * Columbus « Harlingen « Jacksonville 
Los Angeles * Macon + New York « Oakland « Philadelphia » Portland 
Rochester * Sacramento * San Francisco « St. Louis « Seattle 
Special New York Sales Associates—Rode & Brand 


The type for this ad was set on Stecher-Traung’s new Intertype Fotosetter. 


Ektrachrome by Ray Atkeson. 
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Delnor Promotes Frozen Juice Chisholm Names Rowntree 


Delnor Frozen Foods Ltd., New 
Westminster, B. C., is introducing 
Delnor fresh frozen orange juice 
in daily newspapers across the 


dominion. The copy, which em-| 


phasizes the time saved and the 
economy of frozen juice, was pre- 
pared by the Vancouver office of 
Cockfield, Brown & Co. 


Dominion Textile Ups Bishop 


C. P. Bishop, assistant general 
sales manager, has been named 
general sales manager of Dominion 
Textile Co., Montreal, succeeding 
the late Arthur C. Johnston. 


Gordon Rowntree, formerly ac- 
count executive of J. J. Gibbons 
Ltd., Vancouver, has been ap- 
pointed sales promotion manager 


of Chisholm Industries Ltd., Van- | 


couver. He was in charge of ad- 
vertising of Chisholm radios while 
with the agency. 


CKY Names Representatives 


Station CKY, Winnipeg, Man., 
has appointed Horace N. Stovin & 
Co., Winnipeg and Montreal, as 
its Canadian representative. Adam 
J. Young Inc. will represent the 
station in the U.S 


"Py Pr~ 


The ONLY Magazine that is... 
DE SPONSORED BY— 
pe PAID FOR BY— 
BS DISTRIBUTED EXCLUSIVELY BY 


DEPARTMENT STORES & SPECIALTY SHOPS 


SHAW PUBLICATIONS, INC. D. Minard Show, President 


53 East 34th St., 


New York 16 - Representatives in: Boston + Chicago 


San Francisco « Los Angeles 


Nalley's Divides Advertising 
Between Condon and R&R 

Nalley’s Inc., Tacoma, Wash., 
Pacific northwest food packer, will 
divide its advertising between the 
Condon Co., Tacoma, and Ruth- 
rauff & Ryan, Seattle, effective 
Jan. 1. 

Condon will handle Nalley’s 
Lumberjack syrup, potato chips 
and line of pickles. R&R will di- 
rect Nalley’s mayonnaise, Tang 
salad dressing, and line of canned 
meat products. 


Adams Corp. Names Ludgin 

Adams Corp., Beloit, Wis., man- 
ufacturer of Korn Kurls, cheese- 
coated snack, and a variety of oth- 
er food products, has named Earle 
Ludgin & Co., Chicago, to handle 
its advertising. Advertising will 
start with a two-color page in the 
first 1950 issue of Life, featuring 
Adams Korn Kurls. 


To Koehl, Landis & Landan 
The New York office of Koehl, 
Landis & Landan has been retained 
to handle the advertising of Coral 
Beach Club, the Horizons and 


Waterloo House, all in Bermuda. 
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Aluminum Window 


Corp. Expands Ad 
Budget for 1950 


New YorK—Large production, 
the introduction of two new pro- 
ducts, a 30% larger ad budget, and 
more intensive marketing will fea- 
ture the 1950 sales program of 
Aluminum Window Corp., Garden 
City, N. Y. 

Victor C. Petersen, vice-presi- 
dent in charge of sales of the 
three-year-old subsidiary of Gen- 
eral Bronze Corp., told AA that the 
company’s advertising and promo- 
tion program calls for the use of 
eight to ten consumer magazines, 
five direct mailings to 53,000 
builders and four mailings to 
10,000 architects, and advertis- 
ing in architectural and construc- 
tion papers. Also it will supply 
distributors with mats and electros. 
Wildrick & Miller is the agency. 

Early next year, Aluminum Win- 
dow Corp. will introduce a new 
ranch-type window sash and a 


lated jobs! 


studios choose. 


denounce it as a 


Listen in the locker rooms .. 


You may discover that making sales and 
making friends are two different but re- 


Folks may go to the only movie nearby, 
and still complain about the stories the 
Men may ride on a rail- 
road because it goes where they want to 
go, and yet make the air blue with com- 
plaints. Women may walk for blocks to 
save their pennies at a chain store, and yet 
“foreign” company .. . 


. | | 
“i ' a , 2 

i. 7 
ie 


ee 
Customers 
are not 
necessarily 


Friends! 


. ask your 
wife what she heard at the bridge club . . 

or make a thousand calls on the people 
who buy what you sell: 


many non-friends 


day be put together against it! 


That’s why 


various “publics” 


But friends make wonderful customers! Your product 
seems to wear longer, work better, look handsomer 
when bought by the man or woman who also has 
learned to think well of your company! 


No—a business cannot take for granted 
that customers are friends. Nor risk having 


Public Relations has grown 
far beyond press-agentry: Today it con- 
cerns itself with helping to make sure that 
wee are right before they are adopted 

. and then that they seem right to all the 


how sound the planning, people are likely 
to be against what they don’t understand. 


So nowadays it is a top-management 
job to make sure that business policies 
win friends, as well as customers! 


whose votes may some- 


they affect. No matter 


profits ! 


HETHER counsel comes from 

the agency’s own Department, or 
from one of the many highly qualified 
special practitioners in this field, the 
J. Walter Thompson Company be- 
lieves that good Public Relations is 
good business ! 

It involves not only cooperation in 
policy planning, but sharply focused 
communication with a variety of spe- 
cialized publics. 
ticed, Public Relations affects not only 
good will but production, sales, and 


Realistically prac- 


A truly modern Public Relations- 
Publicity department is only one of 
the many professional services of the 
world’s largest clinic of advertising 
experience. 

J. Walter Thompson Company, 420 
Lexington Ave., New York 17, N. Y. 
Twenty-two other fully staffed oifices 
in strategic cities around the world. 


tubular-type, weather stripped 
casement window. These will be 
marketed through the corporation’s 
120 distributors who sell to build- 
ers and lumber yards. 


ws “There is a tremendous educa- 
tional job to be done and an enor- 
mous potential market for alum- 
inum casements,” Mr. Petersen 
pointed out. “Federal public hous- 
ing projects are scheduled to build 
200,000 housing units annually for 
the next six years. These contracts 
will be placed by 525 different city 
and state housing authorities. 

“The individual members of 
these boards or authorities are bus- 
iness and professional men. They 
are influenced by advertising and 
by public opinion. Consequently, 
as we see it, our job is to educate 
the public on the advantages of 
aluminum casements so as to cre- 
ate public acceptance of our pro- 
duct, and in order to prove that 
our product, because it requires no 
maintenance cost whatsoever, is 
more economical than wood or 
steel for the householder to in- 
stall.” 

Included among the magazines 
to be used by the company next 
year are: 

American Lumberman, Architec- 
tural Forum, The Correlator, House 
& Garden, House Beautiful, News- 
week, Practical Builder, Time and 
American Builder. 


Berry Promoted to V. P. 


D. C. Berry, advertising man- 
ager of McKesson & Robbins, 
Bridgeport, Conn., has been pro- 
moted to vice-president in charge 
of advertising. Prior to joining 
McKesson in 1944, Mr. Berry was 
assistant advertising manager of 
Schieffelin & Co., and promotion 
manager of Medical Economics. 


McFedries Names Johnson 


| H. B. Johnson, formerly sales 
| manager of William Meyer Co., 
|Chicago, X-ray manufacturer, has 
been named director of sales and 
advertising of McFedries X-Ray 
Co., Chicago. National sales head- 
quarters of the company have 
been established at 404 E. Wis- 
consin Ave., Milwaukee. 


Promotes MacMillan 


Gordon A. MacMillan has been 
appointed Canadian sales manager 
of Massey-Harris Co., Toronto, 
succeeding H. McNeil, who has 
retired. Mr. MacMillan, who has 
been western Canadian sales man- 
ager, has been with the company 
since 1936. 
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RE CAN BE THE 
HERO! 
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Lots of admen take a bow for solvi 
present day illustration budgetitis. It's ec 
when you have the K & F Photo Catalog 
hand ... it's the short cut to getting sfc 
photos with illustrative quality at pri: ° 
that are only a fraction of their real wor ". 
Nudge over into the limelight, get y v' 
copy today... 
Send $1.00 or a company order 


MORE THAN 
500,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry (°- 
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We dont sim to make the 
most beer; only the best 

; G HEILEMAN BREWING CO. 
Wisconsin's Finest Beer 


es ee ee oe 


DICKENSIAN—A Dickens quotation sets 

the pace for this ad which will appear in 

an extensive list of newspapers this 

month for G. Heileman Brewing Co., La 

Crosse, Wis. Gordon Best Co., Chicago, is 
the agency. 


S.S.S. Co. Starts 
Using Large Ads, 
Via First Agency 


(Picture on Page 1) 

ATLANTA—One of the nation’s 
oldest “tonics” puts on a new pro- 
motion face next year, when S.S.S. 
Co. uses an advertising agency for 
the first time. 

Groomed in a bright new pack- 
age, S.S.S. tonic will be presented 
to the public in 70 to 900-line 
newspaper ads currently being 
prepared by Henry J. Kaufman & 
Associates, Washington, for a list 
of 300 newspapers. 

In addition, spot radio tests are 
under way in Virginia, West Vir- 
ginia, Colorado and North Caro- 
lina, with a possibility of addition- 
al radio in future budgets. 


gw Selection of an agency marks a 
radical change in company policy, 
according to Warren S. Roberts, 
president. “For more than 70 
years, advertising has been an in- 
ternal company function,” he 
pointed out. 

S.S.S. tonic dates back close to 
Civil War days. It was first 
marketed successfully in the South, 
later achieving nationwide dis- 
tribution. 

The new ads, replacing illus- 
trated reader-type insertions used 
during recent years, are consider- 
ably larger, according to Alvin A. 
Sarra, agency account executive. 
The product is presented as a re- 
lief for “that tired feeling” and an 
aid to digestion. 


= Selection of Henry J. Kaufman 
& Associates was the outgrowth of 
market studies authorized by the 
S.S.S. Co. and performed by the 
agency early this year. 

Simultaneous with the selection 
of an agency, the S.S.S. Co. an- 
nounced that Marvin E. Day, for- 
mer sales and advertising direc- 
tor, has been promoted to exec- 
utive vice-president. 

In addition to newspaper ads 
and spot radio tests, S.S.S. Co. 
vill have a trade promotion uti- 
izing trade publications, direct 
nail and point of sale aids. 


‘ssues Training Manuals 

Dahl Publishing Co., Stamford, 
‘onn., has published a series of 
1cket-size manuals for training 
m-selling retail store personnel. 
sued by special arrangement 
ith Department Store Economist, 
e *Blueprint” series now in- 
ides manuals on selling hosiery, 
on’s shirts and glassware, and 
e on fire and accident preven- 
n. Twenty-five titles are ex- 
cted by spring. Each “Blue- 


ve Name Readinger Corp. 
Readinger Corp., Philadelphia, 
s been appointed to direct the 
vertising for Postamatic Co., 
cket postage scale manufacturer; 
naflow Corp.; Neptune Pump & 
g. Co.; Fred Hill & Co., heavy 
uilpment distributor; and the 
stern Pennsylvania Committee 
‘the Hoover Report. 

int” sells for 25¢. 
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Photographs in Government Files Offered 


WASHINGTON—A new service an- 
nounced here last week offers to 
supply copies of government pho- 
tographs useful for advertising 
and other illustrating purposes. 

Washington Commercial Co., 
1200 15th St., N.W., has published 
a catalog, “Through Government 
Lenses,” reproducing in miniature 
672 photographs obtained from 
more than 100 government agen- 
cies. ; 

The company offers to provide 
negatives and glossies of these 
pictures, or to fill special orders. 

Hugo G. Maas, president and 
owner, said millions of valuable 
pictures are: available in govern- 
ment files, but that it is hope- 


less for small business men to 
try to find them. 


s His service will be promoted 
through small ads in trade pub- 
lications and by direct mail to 
advertising agencies, commercial 
artists, TV and motion picture 
producers, display and specialty 
people. The sales program has 
been mapped by Crosby Service, 
New York, with John Moran, of 
Wilkes-Barre, Pa., as special con- 
sultant on mail order features. 
“Through Government Lenses” 
is offered for $7.50. Glossies and 
negatives of individual pictures 
are offered for $2.50 and up, ac- 
cording to size. Special searches 


are conducted on an hourly fee| David Michael Co. to Bauer 


= e David Michael & Co., Philadel- 

icture credits, official source} phia, producer of vanilla pror ucts, 

data and pertinent government) has named Adrian Bauer Co., Phil- 

agency instructions regarding | adelphia, to handle its advertising 

wording of advertising copy are| and general promotion. 

furnished with each reproduction. 

Pictures are indexed in the cata-| Said Drops Account 

log by 167 general categories. C. M. Said & Associates, St. 
Louis, has resigned the account of 

Whiteman to ‘Poultry Tribune’|Sun-Vertikal Blind Co, Grand 

Richard Whiteman has joined | Rapids, Mich. 


the eastern sales staff of Poultry 
Tribune, with offices at 7 E. 45th! 
St., New York. Mr. Whiteman, who 
also is eastern manager of Amer-| 
ican Fruit Grower, will continue | 
in that capacity. Hugh Thompson, 
Westfield, N. J., continues as east- 
ern manager of the five Watt Pub- 
lishing Co. publications, including 
Poultry Tribune. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 1928 

LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO RUSS BUILDING 

SEATTLE NEW WORLD LIFE BLDG. J 


Our man Jamison is a character... 


We 


and company 


the broadcasters, advertisers 


and agency men of America. 


ed 


That makes him a symbol as well as a 
character, we figure. Anyway, we're mighty 
proud of Mr. Jamison and the qualities 

he represents. And we want to say so now, at 
the end of his first full year with Weed 

and Company. 


This is a most appropriate time to say 
one other thing, too... 


A VERY MERRY CHRISTMAS 


to all our good friends among 


new york ~- 


san francisco . 


By this we don’t mean that Mr. Jamison is the sort of fellow 
who panics the office by returning from lunch with a lamp shade 
on his head... (although, of course, he likes a good joke as 


well as the next man). 


What we do mean is that Jamison is an invention of our imagination 
... based on our many years of successful experience as broadcasters’ 
representatives. (We thought we'd better mention this, because 
we've received quite a few phone calls for Mr. Jamison since we 


started him off at the first of the year). 


Jamison is really a composite of the qualities that make the 
services of Weed and Company so valuable. He serves both ways. 
He serves the men who provide radio and television facilities... 
he serves the men who advertise over them ... and he does 


both superlatively well. 


radio and television 
station representatives 


boston e 


chicago . detroit 


atlanta . hollywood 
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George Heller Heads 
Television Authority 


George Heller, national execu- 
tive secretary of the American 
Federation of Radio Artists, has 
been appointed to a similar post 
of the newly organized Television 
Authority, New York. The author- 
ity represents five groups—dActors 
Equity and Chorus Equity Associ- 
ations; American Guild of Variety 
Artists; American Guild of Musi- 
cal Artists, and Afra. 

Mr. Heller said the new labor 
group would attempt to reach a 
“peaceful solution of differences 


with the Screen Actors Guild.” 
The latter, a West Coast union, 
has refused to join the authority 
and differs with the eastern unions 
on matters of TV jurisdiction. 


Gets Jewelry Account 


Bo Bernstein & Co., Providence, 
R. L., has been appointed to han- 
die the advertising of Barclay 
Jewelry Inc., Providence, man- 
ufacturer of costume jewelry. The 
schedule will include Glamour, 
Mademoiselle, Vogue, plus trade 
publications reaching department 
and specialty stores. 


House Group May 
Start Investigation 


of Census Plan 


Rep. Brown Calls 
‘49 Income Question 
‘Illegal and Unwise’ 


WASHINGTON—The 1950 Popu- 
lation and Housing Census became 
embroiled in political intrigue last 
week, when 23 Republican con- 
gressmen threatened an investiga- 
tion of a series of questions de- 
signed to measure potential pur- 
chasing power. 

Led by Rep. Clarence Brown 
(R., O.), the group contended that 
it would be “illegal and unwise” 
for the bureau to go ahead with 
a plan to ask every fifth individual 
the amount of his 1949 income. 


Terming the income questions 
a “super-snoop,” Rep. Brown said 
he will take legislative steps, when 
Congress returns in January, to 
compel the bureau to delete the 
income questions, and will prob- 
ably demand an investigation of 
the circumstances surrounding the 
questions. 


# A similar controversy was di- 
rected against 1940 census forms 
by Sen. Charles Tobey (R., N. H.), 
a member of the Senate banking 
and currency committee, but de- 
spite committee hostility, the bu- 
reau went ahead in 1940 with a 
question requiring every indi- 
vidual to provide wage and salary 
data. 

Philip M. Hauser, acting director 
of the census, promptly accepted 
full responsibility for the income 
questions. In a report to Secre- 
tary of Commerce Charles Saw- 
yer, Mr. Hauser said he had in- 
cluded the income questions in the 
census schedule because of a per- 
sistent flow of requests for this 


HIS YEAR Goop HouseKEEPING has refused to ac- 
cept more than $1,000,000 in advertising revenue 
offered to us. This advertising was generally accept- 


able to other media. 


But we refused it because we were unable to sat- 
isfy ourselves, at the time, that the products or the 
claims made for them were quite up to the standards 


our readers have come to expect. 


We regret very much that we were unable to ac- 
cept these advertisements and the revenue they rep- 
resent. But we did so to support our Consumers’ 


Guaranty. 


Advertisers and readers evidently have believed 


this to be an enlightened concept. Their support,* 


based on their confidence, gives definite proof of the 


soundness of this policy. 


For confidence creates conviction, and con- 
viction means sales. That is why GOOD HOUSE- 


KEEPING Sells Goods. 


te How ADVERTISERS support us in this policy 


First in our field for 25 years in number of 


pages of advertising. 


First in number of advertisers. 


Largest percentage of our field since 1940 in 


paid therefor refunded. 


Consumers’ Gaaanty 


Goop Hovusexeerrtine has satisfied itself that all prod- 
ucts and services advertised in this issue of the maga- 
zine are good products or services. If any product or any 
service is not as advertised herein, it will, upon request 


Look for 
this Seal 
when you buy 


and verification of complaint, be replaced or the money 


Any person using Goop Housex Berine as a title, trade- 
mark or trade name for any product or enterprise is do- 
ing so without the authority of this magazine. 


Our Guaranty has appeared in every issue for the past 47 vears. 


Since 1885 we have thus kept faith with both our ad- 
vertisers and our readers. The pledge shown above is 
a promise of performance that will remain unbroken. 


pages of advertising. 


Greatest dealer influence — retailers have 
bought more than 26,000,000 lines of newspaper 
advertising this year to support Goop House- 
KEEPING advertised brands. 


How READERS reward us for this policy 


zines. 


Largest 35¢ circulation in the history of maga- 


Only women’s magazine which has not suf- 


fered a circulation loss in 34 years (except paper- 


restricted war years). 


Only women’s magazine (since 1918) that 
has always commanded a premium price over 


others in its field. 


Highest in number of readers per copy (3.3). 


JF per copy 


oy Sait Housekeeping 


The Homemakers’ Bureau of Standards + 959 Eighth Avenue, New York 19, N. Y. 
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kind of data from business and 
government sources. 

He mentioned among the most 
interested users of purchasing 
power data radio stations, news- 
papers, magazines, advertising and 
marketing organizations, commit- 
tees of Congress, federal, state and 
local government units, and re- 
search institutions. 

The controversy took on major 
proportions when former Presi- 
dent Hoover issued a statement 
that he never intended, in sign- 
ing basic census legislation in 
1929, to authorize income ques- 
tions, “with or without penalty 
for failure to answer.” 

In reply, Mr. Hauser said the 
Census of Population has included 
questions on financial status for 
over 100 years, beginning in 1850 
with a question on value of real 
property owned. 


s He pointed out that the 1930 
census, “under Republican Presi- 
dent Hoover,” included questions 
on the value of homes owned and 
monthly rents of tenants. 

“The legality of these questions 
was not challenged nor were they 
presumably contrary to the intent 
of the law as interpreted by the 
then director of the census and 
then Secretary of Commerce under 
President Hoover.” 

“It is also of some interest,” Mr. 
Hauser told the Secretary, “that 
in a report to the Congress of the 
commission on organization of the 
executive branch of government 
signed by President Hoover in 
February, 1949, there appears the 
following statement: ‘Government 
policy depends upon much detailed 
knowledge about the nation’s em- 
ployment, production and purchas- 
ing power.’ Income is certainly an 
important measurement of pur- 
chasing power.” 


a Income questions for the 1950 
census ask each fifth individual: 
(1) wage or salary income in 
1949; (2) income from own busi- 
ness, professional practice or 
farm; (3) income from interest, 
dividends, veterans’ allowances, 
pensions, rents or other income; 
and (4) similar data for other 
members of the family. 

Mr. Hauser said the question is 
confined to persons with incomes 
under $10,000 because “it is well 
known that the mass market is 
confined to persons with incomes 
of less than $10,000.” 

During tests in relatively large 
areas in seven states during 1948 
and 1949 “public cooperation was 
found to be excellent,” he said 
However, he agreed to allow indi- 
viduals the option of mailing in- 
come data directly to census head- 
quarters if they objected to re 
porting to the census enumerator 

Mr. Hauser emphasized the fac: 
that census information is confi- 
dential, and cannot be used fc 
purposes of taxation, regulation cr 
investigation, or made availab 
to any other agency of the gov- 
ernment. “The Bureau of the Cer - 
sus has throughout its history er - 
joyed the full cooperation of t!e 
American people and has con - 
manded their respect primarily b 
cause of its known zealousness 
guarding the confidential nature 
the replies of any individual pe 
son or establishment,’ Mr. Haus’! 
declared. 


a a ee | 
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Dan Rice Joins Klein 

Dan F. Rice, formerly with Roy |! 
Typewriter Co.’s Charlotte, N. C.. 
sales staff, has joined the Walt 
J. Klein Co., Charlotte agency, 
an account executive. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,00 


Represented nationally 
by Burn-Smith Co., Inc 
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PAIR—John de Kuyper & Son, subsidiary 

of National Distillers Products Corp., is 

displaying its cordials with Dutch shoes. 

The unit was prepared by Consolidated 

Lithographing Corp. Lawrence Fertig & 
Co. handles the account. 


British Observers 
Launch Inspection 
of U.S. Packaging 


New YorK—A team of 13 spe- 
cialists representing British trade 
and labor groups has arrived here 
to begin a six weeks’ study of 
American packaging techniques 
and to inspect methods that Great 
Britain can use to increase its pro- 
duction and export trade. 

The group’s visit is sponsored 
jointly by the Economic Coopera- 
tion Administration, the American 
Council on Productivity and the 
British government. 

Following daily roundtable con- 
ferences here and visits to nearby 
plants, the group will proceed to 
Chicago Jan. 4, the first stop in 
a series of visits to U. S. factories 
manufacturing packages for food, 
chemicals, toys, cigarets and to- 
bacco, pharmaceuticals and cos- 
metics. 


ws Thirteen different manufactur- 
ing and related units nominated 
one member each to represent it 
on the team of specialists. These 
units include the British Federa- 
tion of Master Printers, the Pack- 
aging & Allied Trades Research 
Association, the Trades Union 
Congress, and British manufactur- 
ers of food, toys, electrical goods, 
toilet preparations and perfumes, 
plastics, glass, tin and cartons. 

George M. Ashwell, chief pack- 
aging adviser of the Imperial 
Chemical Industry, Manchester, is 
leader of the 13-man team. 


Lindsley Leaves Lefton Co. 
to Join Kircher Agency 


Van S. Lindsley Jr., who has 
been an account executive with Al 
Paul Lefton Co. for the past 15 
years, has joined 
Kircher, Helton & 
Collett, Dayton, 
as a member of 
the executive 
staff. He will 
serve as assistant 
to the agency 
president, Ralf 
Kircher. 

Mr. Lindsley 
has specialized in 
consumer goods, 
and has concen- 
trated on pack- 
aged goods advertising during the 
past eight years with the Lefton 
agency. 


Named by CBS Radio Sales 


Sam Cook Digges, formerly on 
the New York TV staff of CBS 
Radio Sales, radio-TV station rep- 
resentative, has been named video 
manager of the Chicago office of 
Radio Sales. Alfred J. Harding, 
sales manager of WCCO, Colum- 
bia-owned and operated station in 
Minneapolis, will join the New 
York TV staff of Radio Sales. 


AANR Elects Ralph Steen 


The Philadelphia chapter of the 
American Association of Newspa- 
per Representatives has elected 
Ralph H. Steen, DeLisser Inc., 
president. Other officers include 
Lou W. Turck, Reynolds-Fitz- 
gerald, vice-president, and Henry 
Bradley of Hearst Advertising 


Van Lindsley 


Service, secretary-treasurer. 


‘Highway Traveler’ 
Becomes Quarterly 


Cuicaco—The Highway Travel- 
er, which has been published bi- 
monthly, has announced a new 
publishing schedule under which 
it will appear quarterly, with the 
spring travel number out Feb. 
15; the summer travel number, 
May 15; the fall travel number, 
Aug. 15, and the winter travel 
number, Nov. 15. 


The circulation guarantee has|the magazine will receive litera- | Publication Changes Name 


been increased to 500,000, and ad- 
ditional newsstand distribution will 
be provided. The magazine will 
be printed by letterpress begin- 
ning with the spring travel issue, 
instead of rotogravure, as here- 
tofore. 

The Highway Travelers’ Club 
has been organized to provide 
travel services to members, and 
magazine, radio and direct mail 
promotion will be put back of the 


membership drive. Advertisers in 


ture distribution and other ser-| 
vices through the club. 

Garth Cate and Marge Stedman 
have been added to the editorial 
staff of The Highway Traveler, 
which was established in 1929. 


Appoints Franklin Agency 
Rayflex Fabrics, New York, has 
named Franklin, Bertin & Trager- 
man, New York, for advertising in 
newspapers, magazines and busi- 
ness papers. The account formerly 


was placed direct. 


Effective with the January is- 
sue, Railway Mechanical Engineer, | 
published by Simmons-Boardman 
Publishing Corp., New York, will 
change its name to Railway Me- 
chanical & Electrical Engineer. 


Miller Joins Ziv 


Walter C. Miller, former man- 


ager of WGAL, Lancaster, Pa., has ., 


joined Frederic W. Ziv Co., trans- 
cribed program producer, as an 
account executive in the Detroit 
office. ' 


NATIONAL CHAMPION... 
TH Royal Domino 37th, recently 
won grand champion honors at 


the National Hereford Show at } ve % 


Huron, South Dakota. The bull, 
worth $65,000 was raised by 


Walton Thorp, South Dakota 


farmer. 


‘SOUTH 
DAKOTA 


FARMERS PRODUCE 
CHAMPION LIVESTOCK 


{ 
In nine classes of judging at the National Hereford ‘ 
Show held recently at Huron, South Dakota, Walton , 
Thorp, South Dakota Hereford raiser carried off top 
honors in four classes plus the grand championship. | 
Only one other exhibitor won in more than one class. 

A million dollars worth of Herefords paraded 
through the arena in the courses of bull judging, with 
TH Royal Domino 37th, a magnificent Britton, S. D., 
entry, winning the grand championship. 


SOUTH DAKOTA RAISES THE FINEST LIVESTOCK AND PRODUCE 


AP 


-~--—— 


Urban and Rural Residents in Rich South 
Dakota Have $300,000,000 To Spend—Reach 
9 out of 10 Through the South Dakota Dailies: 


on South Dakota Dailies—the one proven media fo 


Tap the rich torrent of dollars flowing from the fertile 
farms of South Dakota—farmlands that produce cham- 
pion blue-blooded livestock and record crop yields... 
golden acres that send a mammoth stream of farm prod- 
ucts into thriving packing plants, sugar refineries, cream- 
eries, produce houses and flour mills. 

Raw materials worth $60,000,000 pour into South 
Dakota’s manufacturing plants to be processed into goods 
worth $100,000,000 each year. Yearly payrolls put more 

than $10,000,000 into the pockets of 
prosperous South Dakotans. 


OF WRITE FOR 
C COMPLETE FACTS 
ON TAPPING THE 
RESERVOIR OF 
BUYING POWER 
IN RICH SOUTH 


For blue ribbon selling in this rich, 
responsive South Dakota market—rely 


DAKOTA 


2¥Daiies 


making more sales in both 


urban and rural South Da 


kota. Unchallenged by any metropolitan daily, South 
Dakota Dailies influence the purchases of ninety per 
cent of South Dakota’s consumer population. An 


South Dakota’s sales are 81 percent above the nationa 


average! 


Place your South Dakota sales promotion throug) 
South Dakota Dailies—six locally managed, locall: 
edited newspapers that provide the maximum sellin 
punch at the all-important local level. South Dakot 


Dailies will do your South 


Dakota selling job better- 


and provide maximum sales results! 


BOOST YOUR SALES OF BEVERAGES... FOODSTUFFS... HOME APPLIANCES ANI 
FURNISHINGS ... FARM EQUIPMENT AND MACHINERY—ALL THE PRODUCTS RIC! 
SOUTH DAKOTA DEMANDS! 
e Use the strong selling power of six locally managed and locally edited news 


papers that sell your products locally! al 
e Dominate the reading attention of 90 percent of South Dakota’s families, ur 


challenged by any out-of-state metropolitan daily! ; 
e Tap a $300,000,000 reservoir of ready cash owned by South Dakota resident: 


eager and anxious to buy! 


Comprise Six Locally Managed and Le 


cally Edited Newspapers Serving the Si 
Primary Markets of South Dakota . . . Bot 
Rural and Urban. 


LOOK INTO OPPORTUNITY LAND 


Alert manufacturers and distributors consider South 
Dakota’s many advantages when planning ex- 
pansion or decentralization. Abundant natural 
resources and friendly American labor .. . 
fine highway system that is constantly being 
improved and expanded by the State High- 
well developed rec- 
reation facilities under the direction of 
the department of Game, Fish and Parks 
... these and many other benefits in progres- 
sive South Dakota encourage the growth of Ameri- 


way Commission .. . 


can industry. 
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Drys Get Set for New Attack 

on Beer, Liquor Advertisers 
WASHINGTON—The National 
: : Temperance and Prohibition Coun- 
oe ci is busy preparing for next 
month’s Senate interstate com- 
merce committee hearing on the 
Langer bill (S. 1847), prohibiting 
advertising of beer, wine and li- 

quor. 

The drys will capitalize on the 
abortive efforts of the liquor in- 
dustry to break into radio. And, 
from advance publicity, they will 
lavish particular attention on the 
magazine series, “Home Life in 
America,” sponsored by the U. S. 
Brewers Foundation. 

The foundation’s ads, showing 
beer as a normal part of American 
family life, apparently are wel- 
come grist for the drys’ mill, for 
the big dry point in the fight for 
the ban on advertising is that the 
industry is trying “to break down 
resistance of women to alcohol.” 

Two years ago, legislation ban- 
ning advertising of beer, wine and 
liquor was beaten in committee 
by a single vote. Since then the 
drys have lost their chief Senate 
spokesman, the late Sen. Clyde 
Reed (R., Kan.). Nevertheless, 
there is nothing reassuring in the 
fact that the committee is pro- 
viding a forum Jan. 12 and 13 so 
that the drys will have another op- 
portunity to air their views. 

— “2. = 

According to local legend, the 
legitimate theater washed out of 
Washington because it couldn't 
stand amateur competition. As 
“Exhibit A” of the kind of unfair 
competition that the struggling en- 
tertainer faces, take Rep. Robert 
F. Rich (R., Pa.), who by some 
unkind quirk of fate has turned 
up on the Joint Committee on the 
Economic Report. 

Rep. Rich is against an income 
question in the 1950 census, and 
he sees no reason why government 
should measure potential markets 
for things like bathtubs. 

il “Let the bathtub manufacturers 
go out and find their own mar- 
kets,” he told Commerce Depart- 


THERE'S CONCENTRATED 
BUYING POWER IN 
WINSTON-SALEM 
LOOK AT THE EVIDENCE 


ee 


1948 S 
DRUG SALES 
$3,385,000* 
SINCE 1940 AN INCREASE 
OF 
178% 


*SALES MANAGEMENT 1949 
SURVEY OF SUYING 
POWER 


WINSTON SALEM TWIN CITY 


| JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 


Nations! Representative -KELLY-SMITH COMPART 


By STANLEY E. COHEN, Washington Editor 


ment spokesman Matthew Hale at 
a meeting of the economic com- 
mittee Tuesday. With the assur- 
ance of a man who has been elec- 
ted to Congress nine times, he de- 
clared: “You leave it to the busi- 
ness people and they will get more 
bathtubs in the homes of this coun- 
try than the government will—un- 
less you want to subsidize bath- 
tubs.” 
ee e@ @ 

There’s no mistaking it: Com- 
merce Secretary Charles Sawyer 
is actively trying to make busi- 
ness like him. Sawyer induced the 
White House to announce an all- 
out effort to help business under- 
stand the anti-trust laws. Then he 
‘et it be known that he’s open- 


minded on many of the tax reforms 
long demanded by trade groups. 

It has been so long since there 
was a Secretary of Commerce busi- 
ness felt it could trust that Sawyer 
is having a hard time winning busi- 
ness confidence. However, in the 
months ahead, he may pull enough 
rabbits out of the hat to make him- 
self convincing. Sawyer’s judgment 
is respected at the White House. 
He was right in calling the turn on 
deflation a year ago, when other 
presidential advisers were sug- 
gesting more and more anti-infla- 
tion controls. 

e e« @ 

That letter from Federal Com- 
munications Commissioner Robert 
F. Jones to Paul Raibourn, presi- 
dent of Paramount Television Pro- 
ductions, fairly sizzles. Raibourn is 
asked what he has done, as a di- 
rector of Paramount Pictures and 
Allen B. DuMont Laboratories, to 
encourage field testing of color 
TV. 

Jones referred to “vested inter- 


ests” speaking through committees 


of the Radio Manufacturers Asso-| 


ciation which are “here today and 
gone tomorrow as swiftly and 
seemingly purposefully as the pro- 
verbial pea in the carnival shell 
game.” Jones continued: “I hope 
to see someone like you divorce 
himself from his balance sheet as- 
tigmatism to honestly and sincerely 
put his shoulder to the wheel in 
the public interest to give the Am- 
erican public a break when the 
hearings resume in February.” 

Meanwhile, Dr. Allen B. Du- 
Mont, most pessimistic of the in- 
dustry experts participating in 
FCC’s color TV proceeding, told 
the congressional joint economic 
committee that color video still 
faces many difficulties. Contend- 
ing that some companies are trying 
to find out “how bad a color pic- 
ture they can get away with,” Dr. 
DuMont insisted color should not 
be permitted until it is “as clear 
and well defined as black and 
white.” 

ie 
Some unflattering observations 


about advertising from Agriculture 
Secretary Charles Brannan: Bran- 
nan, who says he believes in ad- 
vertising in general, warns it is 
“no cure-all,” particularly when it 
comes to moving surplus farm 
commodities. “Advertising may 
stimuiate market demand on cer- 
tain commodities,” he told the 
Ohio State Grange Monday, “but 
it certainly will not solve our 
basic problems. 

“Promotional advertising tends 
to shift consumption emphasis 
from one commodity to another, 
rather than increase our total con- 
sumption of food. And if there is 
any idea that such advertising can 
be a cure-all, you only have to 
look at the troubles still suffered 
by some of our agricultural indus- 
tries that have conducted the most 
successful advertising campaigns 
—such as the troubles of the cit- 
rus fruit growers.” 

Agriculture Department sponsors 
events like “Apple Week” in order 
to push surplus commodities 


FIRST IN]! 


_ FIRST IN COVERAGE OF ARCHITECTS AND ENGINEERS! 


Architectural Record reaches more architects and 
engineers than any other business publication... 
men who control more than 80% of all architect- 


designed building. 


_ FIRST IN PREFERENCE AMONG ARCHITECTS AND ENGINEERS! 


In survey after survey of architects and engineers, 
Architectural Record ranks first among all 


technical magazines. 


FIRST IN ADVERTISING VOLUME! — 


More advertisers place more pages of advertising in 
Architectural Record than in any other publication 


in this field. 


__ FIRST IN ARCHITECTS AND ENGINEERS REACHED PER DOLLAR! 


Architectural Record delivers more architects 


and engineers for every advertising dollar you 
invest than any other publication. 
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through private channels, he said. 
“But it is not and cannot be a sub- 
stitute for a strong price support 
program, and it is no substitute for 
action to correct what is wrong 
with our present price stucture,” 
he said. 
ee ee e@ 

Under the marketing research 
act passed three years ago, Agri- 
culture Department is beginning 
to grind out information designed 
to promote efficient merchandising 
of farm products. One report last 
week told how meat sales were in- 
creased in 46 of 51 stores which 
converted their meat departments 
to the prepackaged, self-service 
method of merchandising. A sec- 
ond bulletin told how the depart- 
ment helped retailers build their 
fruit and vegetable sales. 

The self-service meat report is 
available from Information Branch, 
Production and Marketing Ad- 
ministration, Washington 25, D. C. 

Fruit and vegetable classes for 
retailers are conducted by the 
United Fresh Fruit and Vegetable 


Association under contract with 
the department. Of those rep- 
resented at the training classes, 
96% of the 1,881 stores reported 
increased sales, and 95% reported 
less spoilage. 


Jack Rodger Quits 
McGraw-Hill after 


35 Years’ Service 


Cuicaco—John M. Rodger, vice- 
president of McGraw-Hill Pub- 
lishing Corp., will retire Jan. 1 af- 
ter 35 years’ service with the com- 
pany, James H. McGraw Jr., pres- 
ident, announced here Tuesday. 

A. E. Paxton, vice-president, 
who has been western district 
manager for the past 18 months, 
is taking over Mr. Rodger’s du- 
ties. 

Mr. Rodger began his publishing 
career in 1914 as the Chicago ad- 
vertising salesman for Electrical 
World, one of the McGraw-Hill 
publications. Later he was western 


A. E. Paxton 


John Rodger 


manager of that publication and of 
Electrical Merchand sing. 

Named district manager in 1925 
—the first one the company ap- 
pointed—he served in that ca- 
pacity until elected vice-president 
in charge of western district op- 
erations in 1929. At his own re- 
quest, he was relieved of adver- 
tising sales and sales management 
in 1946 to devote full time to over- 
all activities in the district. 


ELLIOTT BELL NAMED 
McGRAW-HILL EXEC 
New YorK—Elliott V. Bell, for 


the past seven years superintend- 
|ent of banks for New York state, 
| will become chairman of the exec- 
| utive committee of McGraw-Hill 
| Publishing Co. Jan. 1. He is resign- 
ing from his state office Dec. 31. 

As chairman of the executive 
committee, Mr. Bell will assist 
James H. McGraw, -president of 
the publishing company, in the 
formulation and development of 
publishing and editorial policies. 

Announcement of Mr. Bell’s res- 
ignation as superintendent of 
banks was made by Gov. Dewey 
in Albany simultaneously with 
the announcement by McGraw- 
Hill here. Mr. Bell has been close- 
ly associated with the governor 
during most of the latter’s political 
career. 

For several years Mr. McGraw 
has acted as chairman of his com- 
pany’s executive committee, the 
position which Mr. Bell is to fill, 
and which under the new arrange- 
ment is expected to include super- 
vision over certain financial ac- 
tivities of the company. 


ITS FIELD 


magazine. 


For complete details, call or write 
the nearest Record office. 


paper reaches them most economically — 
Architectural Record. 

The combination of Architectural 
Record and leading vertical magazines 
will give you more effective coverage 
of all these groups, at less cost per 
reader, than will any horizontal 


F. 


I 


The “Pivot Paper” for all building product advertising 

is Architectural Record. Here’s why: 
If you want to reach builders, contractors, 

sub-contractors or owners, there are vertical papers 

which reach them most economically. If you 

want to reach architects and engineers, one vertical 
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CREATIVE 


work faster, better... 


when they follow this 


9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth its weight in uranium to every 


remarkable 61-page book by James W. 


man who must produce ideas. Gives you the 
positive 5-point program used by one of the 
highest paid men in the agency business, for 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
day money-back guarantee, 90c each in quan- 
tities of 10 or more. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 
“The Diary of an Ad Man” 


(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons in the advertising business. 
As Victor 0. Schwab says, ‘‘a book about busi- 
ness which emits flash after flash of penetrat- 


ing insight . . . day by day guidance . . . 
pithy case-history experiences . . » Usable sug- 
gestions."’ . . . In all 578 diary entries made 


during trying times, any one of which may 
suggest a solution to your current probiems. 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or mare. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of C ‘siness” 


What were the ideas and ideals that underlie 
the impressive success of McGraw-Hill? Here 
is the whole inspiring and useful Story, in the 
words of the late James H. McGraw, Sr. with 
an introduction by G. D. Crain, Jr., publisher 
of Industrial Marketing, Advertising Age, etc. 
A basic book in the library of every man who 
writes, edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each in quantities 
of 10 or more. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


Here is the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de- 
veloping a uniformly good performance pat- 
tern, (3) making each man pay off in higher 
average production 
sales 


An easy-to-use program for 
managers who want more results start- 
ing now. $2.00 on 10-day money-back guar- 
$1.80 each in quantities of 10 or more 


NOTE TO COPY CHIEFS 
Judging from the number of orders for 10, 
25, and more copies of these various books, it 
is clear that they filling an important 
need in training programs. We suggest you start 
with a copy of the ‘'5-Point Technique’’ for 
each member of your creative staff. 


antee 


are 


MAIL ORDER NOW 


Advertising Publications, Inc. 
100 E. Ohio St., Chicago 11 
Please send me books as ordered below. I 
enclose remittance with the understanding that 
I may return books for full refund in ten 
days if not delighted in every way 
copies, ‘'5-Point Technique 
for Producing Ideas’’ s 
copies, ‘‘Diary of An Ad Man"’ 3 
copies **Teacher of Business"’ s 
copies, ‘‘Successful Sales 
Training’’ eee s 
Name 
Company 
Address 
City 
Zone 
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MARKS THE SPOT where every day more people spend 
more money than any other place on earth. 


Who are these Macy customers? 


Capped by an upper-income few, the bulk and backbone of Macy’s 
millions are average urban Americans—the wives of clerks and carpen- 
ters and civil engineers whose dollars mean more to Macy’s than the 
dollars of the wives of corporation presidents. 


For the biggest department store knows that the big profits come from 
big numbers of customers, not just the few ‘‘big name” customers. 


To move big numbers of customers to its counters, Macy’s relies more 
and more on the New York MIRROR. For the MIRROR is today the second 
largest newspaper in America—-read by more women (and men too!) than 


OR 


oe 


WHO BUY MOS 


any large-sized newspaper in New York. 


The biggest department store on earth knows its biggest customers are 
women—so Macy’s has placed more linage advertising dresses and jewelry 
in the New York MIRROR than any other New York newspaper during the 
first nine months of 1949. 


The biggest department store on earth knows that women are house- 
wives—so Macy’s has placed more linage advertising mattresses, sheets, 
pillow cases, blankets, silverware, in the New York MIRROR than in any 
other New York paper during the first nine months of 1949! 


If you want to sell to the comfortably-off many, not just the well-off 
few—if you too want the big profits of big volume sales—the place to tell 
your story is in the New York MIRROR. 
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YOUNG FAMILIES BUY MORE THAN OLD! The dozen 
$5,000 lavalieres Tiffany may sell at Christmastime to old, estab- 
lished families isn’t as profitable as the thousands of dozens of 
$4.98 pieces of costume jewelry Macy’s may sell to young, grow- 
ing families. And one reason why Macy’s is relying more and more 
on the MIRROR is that more and more new families are reading the 
MIRROR than the old-style, large-sized newspapers. For the MIRROR 


GENERAL MOTORS @ FORD MOTOR CO. @ BEST FOODS @ DOUBLEDAY & CO. ® NOXZEMA CHEMICAL CO. 


has the fastest-growing morning circulation in New York, showing 
a 36.3% growth between 1940 and 1949 as compared to 19.5% for 
the next highest paper. Most of this growth can only have come from 
the million-odd new families in the New York area. And to fill these 
young, growing families’ garages, refrigerators, pantry shelves, linen 
closets, medicine cabinets with their makes and brands, leading 
manufacturers like these advertised in the MIRROR in 1949: 


STERLING DRUG CO. @ CONSOLIDATED EDISON @ LIEBMANN BREWERIES (RHEINGOLD) @ BORDEN CO. 


CANADA DRY GINGER ALE @ COLGATE-PALMOLIVE-PEET @ R. J. REYNOLDS TOBACCO COMPANY 
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Faught Looks into 
Future of TV, Sees 
1,000-Plus Stations 


New YorK—‘“Only a small por- 
tion of TV’s total potentialities 
will be realized if the economics of 
advertising must alone shoulder 
the heavy costs involved. 

“The FCC may ultimately force 
the telecasting industry to provide 
rural area coverage as a public 
service obligation in return for li- 
censes in the more profitable met- 
tropolitan centers. 

“The pressure will steadily in- 
tensify to find other sources of 
revenue to help advertising bring 
television to its ultimate fruition.” 

So concludes Faught Co., busi- 
ness consultant, after six months’ 
research and analysis based on an 
“item-by-item calculation of the 
cost of building and operating a 
theoretical nationwide system of 
1,000 TV stations, plus 200 satel- 
lite transmitters.” 


A THREE-WAY 
COMBINATION 
THAT OPENS THE 
ST. LOUIS MARKET 


‘OF COURSE, YOU 


veep KWK 


in ST. LOUIS 


Because KWK 
offers you... 


v Good Coverage 
“Good Audience 
v Good Merchandising 


Be sure you put KWK'’s 
impact to work for your 
products. See your Katz 
man or us for the facts... 


Globe- Democrat Tower Bidg. 
Saint Louis 


Dr. Millard C. Faught, presi- 
dent of Faught Co., public rela- 
tions, has published his conclu- 
sions and prognostications on TV 
in a 110-page booklet. 


s Estimating that operation of his 
“theoretical national television 
service” would cost $1,740,352,500 
annually, the consultant said $80 
billion of new business would be 
necessary to raise the required 
amount of advertising revenue for 
2 


“In the desperate effort to over- 
come these costs, compromises in 
programming and elsewhere will 
force television to reach a level 
of inadequate mediocrity, as com- 
pared to its potentialities. As a 
part of the cost compromising, ra- 
dio stations and television stations 
will combine and operate as ra- 
dio-video_ stations,” the report 
said. 

To solve its economic dilemma, 
Dr. Faught suggests TV could “de- 
vise a practical means of putting 
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a box office on video receivers so 
that, besides carrying advertising 
supported programs for free, tele- 
vision could also be used to dis- 
tribute and sell entertainment, 
education and other cultural mat- 
ter.” He referred to Zenith Corp.’s 
Phonevision as the “best known 
of these box office telecasting 
ideas.” 

Mr. Faught has been consult- 
ant for the FM Association, which 
was recently merged with the Na- 
tional Association of Broadcasters. 


Two Appoint Brunelle 

Charles Brunelle Co., Hartford 
agency, has been appointed to di- 
rect the advertising of Waterbury 
Tool division of Vickers Inc., gar- 
den tractors and automotive, re- 
pair equipment, and Frank Smith 
Silver Co., Gardner, Mass., sterling 
silver, flat and hollow. ware. 


Barret to Erwin, Wasey 

Barret Bob Pin Co., Toronto, has 
appointed Erwin, Wasey of Can- 
ada Ltd., Toronto, to direct its ad- 
vertising. 


KNOW A CUTE, YOUNG 20-YEAR- 
OLD? Has a good job—but dreams of 


the day when she'll be Mrs. 


She reads REDBOOK because, head- 
lines to the contrary, ber “one world” 


? is made up of herself and her guy. 


have an interesting, practical, and 
deeply rewarding solution. 


Smart as a whip—yet spends most of 
her paycheck on bandbox pretties and 
vanity table products? Loves to dance 
—but also loves to read? That’s one of 
REDBOOK’sS Young Adults. 


She finds REDBOOK a very personal 
magazine that talks to young people 
about young people in terms that 
young people understand. 


KNOW A NICE LOOKING YOUNG 
MOTHER-OF-THREE? Good house- 
keeper, good hostess, good handler of 
the family funds? Crazy about her hus- 
band ... crazy to move into the new 
ranch-type house they’re building? 
Great reader? That’s one of REDBOOK’S 
Young Adults. 


She likes to relax with REDBOOK be- 
cause somehow the people in REDBOOK 
are “like her.” And though the peo- 
ple have problems, the stories always 


KNOW A 26-YEAR-OLD EX-GI? Nice 
guy—but no stars in his eyes? Came 
back ... finished college .. . got mar- 
ried ... got a job? Knows he'll never 
be a millionaire—but is more than 
ready to trade that remote and uncer- 
tain future for a home, happiness and 
security—now? 
He likes REDBOOK because it is con- 
cerned exclusively with the totally 
different interests, attitudes, problems 
and practices of his generation. He 
knows that the editors of REDBOOK 
know —and he reads “This Is the 
Life” every month because that is the 
great dream of his generation. 


It would take a couple of million snap- 


KEDDOOK 
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Two Join Lynn Baker 

Malcolm R. Labatt-Simon, for- 
merly with R. H. Macy & Co., has 
joined Lynn Baker Inc., New York, 
as assistant art director, and G. 
Harold Johanson, formerly with 
Young & Rubicam, has been named 
assistant production manager of 
the agency. 


wVaartmUmlhlCcsSsSlC UCU 


Shiva to Bach Associates 
s Shiva Artists Colors, Chicago, 
has named Henry Bach Associates, 
New York, for advertising in art 
magazines. 


Charles Cawley Promoted 


Charles M. Cawley has been 
named director of business de- 
velopment of Beneficial Manage- 
ment Corp., Newark, which man- 
ages advertising, sales and pro- 
motion of Personal Finance Co. 
offices. He has been with Bene- 
ficial 18 years. 


Strauss Joins Federal 

Charles Strauss, formerly with 
Newell-Emmett Co., has joined the 
copy department of Federal Adver- 
tising Agency, New York. 


K&E Abandons Yule 
Press Gifts; Uses 
Funds for Children 


New YorK—Rather than send 
Christmas presents to its list of 
editors, Kenyon & Eckhardt’s pub- 
licity department this year is 
“adopting” five European children 
through the Foster Parents’ plan 
for war children. 

Last year K&E decided to play 


year-around Santa to three needy 
children in the names of the press 
representatives whom they would 
normally shower with Yuletide 
cheer. Editors, as well as agency 
personnel, wrote the boys and 
girls letters and sent them pack- 
ages throughout the year. 
Chinese, French and Greek chil- 
dren will be on the “adoption” 
list for 1950, their monthly sup- 
port to be drawn from the pub- 
licity budget. In addition, mem- 
bers of the publicity department 


shots to cover all of REDBOOK’S read- 
ers. In a group portrait, however, their 
group character emerges: they’re 
mostly between the ages of 18 and 35. 
They stepped into maturity either (1) 
in the teeth of the depression or (2) in 
the face of World War Il—both special 
circumstances producing special atti- 
tudes, needs, values. They’re young, 
hopeful, confident, serious, active, well 
educated, well travelled realists. And 
they’re prolific! They no longer hope 
for, and don’t particularly want, a 
mansion and a butler—they do want 
children and security. And whether it’s 
getting married, buying a house, or a 
television set—their calculated decision 
is act-now, buy-now, LIVE-NOW. They 
read REDBOOK because REDBOOK reads 
them, reflects them, rewards them. 


MEMO TO MANUFACTURERS 


Q. Is there a real need for a magazine of this kind? 


A. Let the public answer that one. Newsstand circulation has gone 
up consistently. Total paid circulation is at an all-time high... 
nearly 2,000,000. 


Q. What does this editorial approach mean in terms of a market? 


A. As a young audience REDBOOK readers are best-buying customers 
of small homes, cars, products for children, major appliances. 
As a group whose self interest is unusually high, they are an 
ideal audience for cosmetics, toiletries, all kinds of apparel. 


Q. Is it a big market? 

A. REDBOOK’s nearly two million copies probably reach more than 
twice that many young men and women—a sizable segment of 
their age group. 

As an advertiser, with things to sell that these act-now young peo- 


ple want and need, you will find REDBOOK a high-traffic show win-- 
dow for your products. 


Seeveng the self-interest of Young Adal / 


THE LIVE-NOW.. 


will contribute to the support of 
two other European children on 
their own, as will K&E’s research 
department, which is “adopting” 
a needy child. 


Riegel to ‘Town & Country’ 


William E. Riegel, formerly with 
Schenley Industries, has joined 
the advertising staff of Town & 
Country, New York, in charge of 
liquor advertising. 


Woltering Joins Krupnick 


Robert J. Woltering, formerly a 
copywriter with Von Hoffmann 
Press, St. Louis, has joined the ac- 
count service department of Krup- 
nick & Associates, St. Louis. 


NAMP Schedules Meeting 


The summer meeting of the Na- 
tional Association of Magazine 
Publishers will be held June 29, 
1950, at the Westchester Country 
Club, Rye, N. Y. 


AVAILABLE 
SOON 


WOW oo» 
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Can Be Used As A 
““SIMULCAST”’ 
On WOW & WOW-TV 
for Only $62 per 
Program Extra 


PHONE YOUR NEAREST 


JOHN BLAIR MAN 
NOW 


or JOHN J. GILLIN, JR., 
PRES. & GEN’L. MGR. 


WOW 


INSURANCE BUILDING 


WeEbster 3400 


OMAHA, NEBRASKA 
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In the first eleven months of 1949, advertisers invested 
more dollars for space in the Journal-American than in 


any other New York evening newspaper. 


During the same eleven month period more New York 
families paid more money for reading the evening Journal- 
American than they spent for any other two New York 
evening newspapers combined. 
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Clary Multiplier Corp. Finds Meters 


Also Work Well in Selling to Retailers 


Pay-As-You-Go Sales 
High in 1st 2 Months 
of Los Angeles Test 


San GABRIEL, CAL.—Following 
tests in Los Angeles, Clary Multi- 
plier Corp. is now selling its cash 
registers and adding machines na- 
tionally to retailers on the meter 
plan patterned directly upon the 
plan widely used for the sale of 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


“Represented nationally 


by Burn-Smith Co., Inc 


home appliances to consumers. 

Tried in Los Angeles during Oc- 
tober and November, the plan re- 
sulted in the biggest sales months 
of the year, according to Hugh L. 
Clary, president. 

Although the meter plan has 
long been used to sell commercial 
refrigeration and similar equip- 
ment, this is the first time it has 
been used on office machines. 


s Retailers buying on a meter ba- 
sis are required to make a daily 
deposit of two to four quarters, for 
periods up to 22 months. Clary 
cash registers range in price from 
$279.50 to $399.50; adding machines 
range from $189.50 to $309. All 
sell for slightly more than the 
average price of competitive ma- 
chines. 


Ahead 39 you" 


Field & 


Stream 


First 11 months figures show Field & 
Stream still surpasses all other sportsman’s 
magazines in advertising linage! 


U3 


STRE, M Canning 


more 


A 


*Advertising linage of the three leading sportsman’s magazines for the 
first 11 months of 1949, as compiled by Printers’ Ink. 


AMERICA'S NUMBER ONE SPORTSMAN'S MAGAZINE 
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Point-of-sale for more than 700,000 top-flight sportsmen! 
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ALL MECHANICAL—Clary Multiplier Corp. 

is using newspaper copy like this in a 

successful new method of selling its add- 
ing machines. 


Clary is particularly happy about 
the plan because it is not one which 
can be easily adapted by com- 
petition. All Clary machines are 
electric, a necessity when using the 
meter. Competing lines are both 
manual and electric. 

With the expansion of the plan 
to a national basis, two and pos- 
sibly three newspaper ads to re- 
tailers are being run in the 24 cities 
in which Clary has principal sales 
offices and key dealers. There will 
be no further advertising this 
month, but newspaper advertising 
will be resumed in January. 


we Ad headlines read: “Retailers— 
2 quarters a day puts this book- 
keeping cash register to work for 
you.” Copy highlights features of 
the machine and contains a coupon 
offering a booklet and full in- 
formation about the meter plan. 
The extent of newspaper advertis- 
ing will be governed by sales re- 
sults, In Los Angeles, “‘closes’”’ have 
been almost 100%. 

The only advertising support in 
the initial introduction was a series 
of three direct mail pieces pre- 
viously planned. The only reference 
to the meter plan was in a 4x5” 
card insert reading “Just An- 
nounced—You Can Buy A Clary 
NO DOWN PAYMENT! Just two 
quarters per day. Liberal allow- 
ances on your old cash register.” 

Basically, the test in Los An- 
geles was purely a selling job, says 
Whitney Drayton, Clary advertis- 
ing manager. The introduction was 
la hurried one; it was under way 
|exactly four days after its con- 
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November Sales of Chain Stores 


—~-——— November % Gain —————-ll months————.% Gai: 
or Loss or Los 
1949 1948 1949 1948 
Food Chains 
| a= $ 62,897,988 $ 64,538,512— 3.0 $ 679,854,026 $ 679,394,999 ° 
National Tea ...... 22,350,536 21,866,863 + 2.2 229,196,829 226,952,929 + 0.: 
Dn wesersdars 80,630,889 $3,149,319 — -3.0 1,012,318,080 1,072,271,893 — 5. 
Group Total ....$165,879,413 $169,554,.694— 2.2 $1,921,368,935 $1,978,619,821— 2. 
Mail Order 
+tSears, Roebuck... .$212,058,629 $225,851,910 — 6.1 $1,851,187,028 $1,980,499,966— 6.; 
i. wsheccexes 15,627,988 14,484,995 + 7.9 115,389,187 118,874,028 — 2.) 
tMontgomery Ward.. 115,726,581 124,896,127— 7.3 956,999,961 1,090,672,344 — 12.3 
Group Total ....$343,413,198 $365,233,032 — 6.0 $2,923,576,176 $3,190,046,338— 8.4 
Drug Chains 
DE wedhe ceeded $ 3,686,841 $ 3,903,308— 55 $ 41,689,434 $ 41,664,587+ 01 
Walgreen ........ 12,746,777 12,979,908 — 18 144,332,026 146,552,731 — 1.5 
Group Total ....$ 16,433,618 $ 16,883,216— 2.7 $ 186,021,460 $ 188,217,318 — 1.2 
Variety and Miscellaneous 
SN -s0de0eraes 21,592,645 = 51,388,921 eee -- 
tAngerman Co. .... 640,943 862,645 — 25.7 7,165,510 7,915,620 — 9.5 
Butler Bros. ...... £,416,199 10,849,136 — 22.4 95,288,561 123,121,906 — 22.6 
tDiana Stores Corp. 1,353,272 1,551,100 — 12.8 5,619,834 6,244,461 — 10.0 
Edison Bros. ...... 5,469,209 5,680,064 — 3.7 65,828,277 66,299,551 — 0.7 
Fishman, M. H. ... 807,986 $22,012 — 1.7 8,155,523 7,479,879 + 9.9 
i 21,982,369 21,927,609 — 0.2 193,718,909 194,591,708 — 0.4 
tGreen, H. L. .... 8.868,194 9,192,524 — 3.5 76,391,385 78,622,915 — 2.8 
tInterstate Dept. 
 - ae 5,857,814 6,358,302 — 7.9 49,783,257 54,233,077 — 82 
i Ss err 25,573,045 26,846,485 — 4.7 239,448,698 238,468,024 + 0.4 
Kress, S. H. .. 14,058,457 14,819,383 — 5.1 135,657,970 137,459,489 — 1.3 
a 9,760,983 10,920,249 — 10.6 96,334,935 100,583,590 — 4.2 
SY > hide a aaes 8,261,596 8,700,555 — 5.0 79,171,745 80,627,715 — 18 
tMcLellan Stores .. 4.597,923 4,695,436 — 2.0 41,149,723 41,898,777 — 1.7 
tMercantile Stores .. 10,498,100 11,315,300 — 7.2 88,505,300 94,205,900 — 6.1 
tMiller-Wohl Co. ... 2,687,563 3,044,114 — 11.7 10,128,434 11,718,229 — 13.6 
Murphy, G. C. ..... 11,487,614 12,144,181 — 5.4 117,083,112 113,746,822 + 2.9 
Neisner Bros. ...... 5,209,967 5,366,601 — 2.9 47,502,977 47,549,856 — 0.1 
Newberry, J. J. .... 11,779,571 11,994,960 — 18 112,298,657 110,927,131 + 1.2 
Penney, J. C. ..... 84,155,078 88,807,071 — 5.2 747 626,866 757,099,227 — 1.3 
Rose’s 5-10-25 .... 1,548,264 1,632,539 — 5.1 13,787,250 13,889,183 — 0.7 
Shoe Corp. of 
Ameries ....... 2,747,008 2,674,308 + 2.7 30,488,646 29,920,713 + 1.9 
“Sterchi Bros. ..... 1,047,100 $26,193 + 26.7 9,846,653 12,076,218 — 18.4 
Western Auto ...... 11,026,000 10,624,000 + 3.8 110,970,000 112,795,000 — 1.6 
Woolworth, F. W. .. 54,509,171 55,382,895 — 1.5 506,237,519 518,345,755 — 2.3 
Group Total ....$312,343,426 $327,037,662 — 4.5 $2,888,190,191 $2,959,820,756 — 2.4 


Combined Total 


. -$838,069,655 $878,708,604 — 4.6 $7,919,156,762 $8,316,704,233— 4.8 


tTen months. tFour months. “Nine Months. *Not included in totals. 


ception. Marvin S. Bandoli, vice- 
president of distribution, had little 
trouble accepting the idea. Recent- 
ly appointed.to his post, he was 
formerly with Victor Adding Ma- 
chine, and before that with Nash- 
Kelvinator where he had consider- 
able experience with meter sell- 
ing to consumers. 


w The objection most frequently 
encountered by salesmen in the 
past has been, “I can’t afford it.” 
When salesmen can narrow a pros- 
pect’s objections down to this 
point, the meter plan has proved 
extremely effective in making the 
sale. 

Interestingly enough, Clary sales- 
men have found that in many in- 
stances a retailer sold by this 
clincher will then purchase in the 
usual manner because he thinks 
the meter may be too much trouble. 
Also, despite the substantial sales 
stimulation, a very small per- 
centage are meter plan sales. 


Only 4% of this huge 
payroll is earned in 
the remaining plants. 


THE PENTON PUBLISHING CO. — PENTON 


S 


O of the metalworking industry’s 
17 BILLION DOLLAR ANNUAL PAYROLL 


is concentrated in the plants 


reached by STEEL 


STEEL’s effective coverage of the metalworking 


market enables you to concentrate your adver- 


tising in the 12,638 plants that do the bulk of = 
Your advertising 


the metalworking business. 


dollars are worth more in STEEL. 


BUILDING — CLEVELAND 13, OHIO 


When Clary originated the plan, 
there was more than a little ap- 
prehension by executives that they 
might find themselves in the meter 
collection business. To minimize 
this possibility, salesmen were 
limited to a basis of “one and one,” 
one meter plan sale for each non- 
meter sale. 


w Greatest value derived, apart 
from a new approach, has been 
that the price objection has been 
removed. When the salesman tells 
his story that Clary machine ad- 
vantages will save enough money 
daily to pay for the meter deposit, 
in many cases the retailer’s reac- 
tion becomes one of “then I might 
as well buy it without the fuss 
of the meter.” 

Present plans are for salesmen 
to make collections for the first 
six months, after which a collec- 
tion organization will take over. 
Collections are limited to three 
specific days a month, the 5th, 15th 
and 25th. 

Objectives here are to “use the 
user,” and to seize the chance to 
re-sell the machine and answer 
questions arising about operation 
of the machine. 

The plan is still considered to 
be in the test stage. To date, Clary 
is very much satisfied with i's 
workings. It has stimulated salcs 
sharply, has been a shot in the arin 
for the sales force, and it has ive? 
the salesmen confidence. 

Batten, Barton, Durstine & O - 
born is the agency for Clary. 


15 MILLION 
NEGROES 


MUST EAT AND DRIN< 


And they have 10 billion dollars ° 
spend! If you have food, drinks, c‘ * 
metics, liquor or any other produ: ‘s 
to sell, the best way to reach the )°- 
gro is through the Negro papers a \d 
magazines he reads with interest a 1d 
confidence. Advertising in these | 4 
pers pays big dividends, for the Am '™ 
ican Negro is the most loyal custor ¢t 
in the world. For full information of 
this great market, write today (t? 
interstate United Newspapers, Inc., *45 
Fifth Ave., N. Y., serving Ameri: ‘5 
leading advertisers for over a dec ie. 
NOTE: We now have facts compiled by the 

* Research Co. of America on b and 
preferences of Negroes from coast to ¢ 2%, 
the only study of its kind ever made, Write 1° 


for this free information, 
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SEEN) UNIVERSITY OF OKLAHOMA PRESS 
takes pride in announcing 


publication in the fall of 1950 


Edward L. Bernays q 


Adjunct Professor of Public Relations at New Y ork University 


Visiting Professor of Public Relations at the University of Hawaii 
Counsel on Public Relations, New York 


HIS PROFOUND and explicit book by Mr. Bernays is based 

upon lectures delivered at New York University, 1949-50, 

a complete course on the theory and practice of public rela- 

tions. Mr. Bernays is regarded in this country and England 
as America’s foremost counsel on public relations, a profession he 
was instrumental in creating and naming. 


Social scientists and philosophers are searching for universals in 
human behavior. We believe Mr. Bernays has suggested universals 
of public motivation and responses in this study. 


This book will possibly reorient the public attitudes of industrial- 
ists, politicians, educators, advertisers, labor leaders, social service 
workers, and we dare say, even religious leaders, and increase the ef- 
fectiveness of their leadership. 


Mr. Bernays ha< published two pioneering studies of the theory and 
practice of public relations: “Crystallizing Public Opinion” (1923) 
and “Propaganda” (1928). He is the author of “Speak Up for Democ- 
racy” and “Take Your Place at the Peace Table” and the editor of 
“An Outline of Careers for Men.” 


ADVANCE ORDERS for this book are already coming in. This advertisement gives 
you an opportunity to place your order now for this timely and important book, thus 
ensuring you a copy just as soon as it is published. All you need to do is to fill out and 
send us the enclosed coupon, ordering a copy of PUBLIC RELATIONS. 
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M:* BERNAYS’ professional advice is highly 

prized, because it is based on a rare com- 

bination of knowledge of theoretical psychology, 

sociology and other social sciences, and of prac- 

tical achievement, gained as counsel on public 4 
relations to industries, trade and professional ; 
associations, banks, government, great media of 
mass communication and others. He has been 
called as a guest lecturer to Harvard, Yale, Cor- 
nell, Princeton, Columbia and other universities; 
and has addressed among others, such bodies as 
the Industrial College of the Armed Forces, the 
American Marketing Association, the Massa- 
chusetts Bankers Association, the American 
Nurses Association, the Boston Conference of 
Distribution, the Chartered Life Underwriters. 
Fortune, in a recent issue, referred to him as 
pioneering in the profession of public relations, 
“anticipating everything that has ever been said 
about it.” 

In this book, Edward L. Bernays presents in de- 
tail the principles and practices he has applied 
professionally since 1919, in partnership with 
Doris E. Fleischman in the public relations or- 
ganization which bears his name; and which is 
generally regarded as a major factor in deter- 
mining the present professional status of the field. 


ee ees 
UNIVERSITY OF OKLAHOMA PRESS, Room 14 


Norman, Oklahoma 


Please reserve for me..................... copies of PUBLIC : F 
RELATIONS, by Edward L. Bernays, at $4.00 per . 
copy, to be sent and billed to me in the Fall of 1950. 


Name 


Address....... 
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THE BIG 
SPOKANE 
MARKET 


Get the Test Facts from 


Diversified Industry, Business and Agriculture—lumbering, Mining, Farm- 
ing, and Manufacturing provide diversity and stability of employment for residents 


who live in communities of all kinds and sizes from college towns to mining centers. 


isolated From Other Markets—the Spokane Market is bounded on all four 
sides by great mountain ranges. Spokane, hub of the productive trade area, is 


over 300 miles distant from any city of equal size. Tests are unaffected by sales 
efforts being made elsewhere. 


Typical Population Make-u ..the Spokane Market is composed of a responsive, 
diversified population—rural non-farm, 31.9%—rural farm, 29.7%—cities, 2500 to 


30,000, 22.2%—metropolitan (Spokane), 16.2%. 


Outstanding Test Record— Agencies and Manufacturers surveyed by Sales Man- 
agement (September 1, 1947) placed Spokane 14th among 140 test cities and 
2nd among Pacific Coast cities of 100,000 to 500,000 population. Checked re- 
sults of test campaigns run in this typical market reveal the Spokane Market is tops 
for important tests. 


Covered By Just Two Dailies— Spokane’s two great dailies with a combined 
week-day circulation of over 150,000 provide outstanding coverage of the Spokane 


Market. Sunday Spokesman-Review circulation is in excess of 120,000. 


CRESMER & WOODWARD, INC. New York, Chicago, Detroit, Los Angeles, San Francisco ! : 


Spokune Baily Chronicle : 


Combined Daily 


CIRCULATION 
Now Over 


150,000 - 
81.84% UN-duplicated 
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Advertising Age, December 19, 1949 


PHOTOGRAPHIC 


SIGHT AND SOUND—Kaye-Halbert, Los Angeles, manufacturer of television re- 

ceivers, is now using these two attractive teen agers to deliver commercials on its 

“Meet Me In Hollywood” show on KTLA. Commercials are given in dialogue form 

with one of the girls known as “Sight” and the other as “Sound.” The McCarty 
Co., Los Angeles, is the agency. 


HOPALONG POW-WOWS—"Hopalong Cassidy” (Bill Boyd), who makes his debut 
on eastern Mutual for General Foods Jan. 12, simulates a campfire pow-wow with 
three of his fans interested in the ‘‘Hopalong” lucky coins, of which he has already 
distributed 1,250,000. Left to right: Lewis Allen Weiss, chairman of Don Lee and 
a Mutual board member; Hopalong; Bob Hussey, chief of Young & Rubicam program 
development; and Sam Fuller, radio supervisor for the agency. 
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FRE AIR—United Aircraft Corp. will use a series of eight color pages, of which this 
'S one, in Collier's, Holiday and The Saturday Evening Post for a passenger cam- 
Po gn starting next month. A cargo campaign, comprised of six two-color insertions, 
~ || appear in Business Week, Newsweek and Time. Platt-Forbes Inc. is the agency. 


ART PARTY—Discussing ad art at the 
Stork Club during an exhibition of the 
work of Jon Whitcomb, illustrator for 
Community silverplate, are: Pierrepont B. 
Noyes (left), president of Oneida Ltd., 
maker of Community silverware; Carl 
Williams, vice-president and Community 
account executive of Batten, Barton, Dur- 
stine & Osborn; ond Ben Duffy, president 
of BBDO. 


ESKY—Barbara Nichols, Esquire girl, 

risked pneumonia at La Guardia Field to 

put the final touch on Esquire’s “Esky,” 

prior to departure of the magazine's 

fashion advisory staff on a junket to 
Bermuda. 


PRESIDENTS—Red Motley, president of 
Parade, and Charles H. Percy, youthful 
president of Bell & Howell, have a chat 
at a luncheon meeting of the directors 
of National Sales Executives in Chicago. 


ADVISORY COUNCIL—Commerce Secretary Charles Sawyer Association of National Advertisers; 
presides at the first meeting of his new Advertising Advisory 
Council. Left to right, seated around the table, are Philip J. 


25 YEARS OF AD ARI—At the 25th anniversary party of Stevens, Gross Studios, 

Chicago, Fred Boulton, J. Walter Thompson Co. (left), discusses the studio’s latest job 

with Earl Gross, while William McDonald of Henri, Hurst & McDonald and H. S. 
Stevens look at a Pierce-Arrow ad of 25 years ago. 
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TEMPERATE CELEBRATION—A celebration being in order when Green Spot Inc., Los 

Angeles, signed to sponsor the Tuesday and Thursday broadcasts of ABC’s ‘Surprise 

Package,” the sponsor broke out some of its orangeade for the occasion. Left to 

right are William Larimer, ABC account executive; Carl Tester, vice-president and 

general manager, Philip J. Meany Advertising, Los Angeles; Hugh Kitchen, mer- 

chandising manager, Green Spot; and Robert Laws, sales manager for ABC’s western 
division. 
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| White Rock 


HOLIDAY TIME—McCandlish Lithograph Corp. produced this holiday display 
for White Rock Corp. 


Frank Stanton, 
Broadcasting; and Robert S. Peare, General Electric. Standing: 
K. H. Fulton, Outdoor Advertising Inc.; Ralph W. Hardy, Na- ’ 


unit 


Columbia 


Everest, National Association of Transportation Advertising; tional Association of Broadcasters; G. T. Van der Hoef, Office of 


Fairfax M. Cone, Foote, Cone & Belding; Elon Borton, Adver- 
Bond, McGraw-Hill; 
Secretary Sawyer; A. E. Winger, Crowell-Collier; Paul B. West, 


tising Federation of America; Nelson 


Secretary of Commerce; Frederic Gamble, Four A’s; Charles Jack- 
son, the White House; Stuart Peabody, Borden Co.; C. J. La Roche, 
C. J. la Roche & Co.; and David Howe, Burlington Free Press. 
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Advertising Age, December 19, 1945 


December and Full Year Advertising Pages and Linage in National Magazines 


—_ - —P, s TT —Lines « 
Dec. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. Jan.-Dec. Jan.-Dec. GENERAL WOMEN'S OUTDOOR 
1949 1948 194 1948 1949 1948 1949 1948 3 a a a 
neral = — 
Genera A EC FT) 966,74/ = | 0) 0,70 =| DEE 104, 0032 
OE ngs Rl 132s? 47864, 4.660 62244 | = | 
American Forests ........ . ‘ . . . ‘ . iE — a ee Regence Tar 
American Home 316 6 43.1 0«= 730.4 «S754 «(191946 27:211 «461.643 © -490.035 | Sj NOV PST EY4/74 209 = | Nov FS] 414/597 
oi geen 5 3 505 ae 6029 14'387 2331 193'395 253,235 | 
American Magazine ..... $ \ ‘ . . : 3 . ot [J 
a iw .......... 2.6 7.2 37.8 2906CUM@COtCOL 6. 9'624 | 4,057,134 928,287 
tae iss SSE Stat 
Atlantic Monthly .......... 4 ° : ‘ , ’ ’ KL! ANADIA 
Better Homes & Gardens... 913 121.7 15478 1,619.9 57.722 76892 978212 1,023,748 COMICS WEEKLIES CANADIAN 
Christian Herald ............ 40.7 36.8 447.6 431.3 17,473 15,770 192,036 185,046 1949 1949 
oa Dts a tcaks 16.0 13.0 147.0 99.0 2,912 2,366 26,754 18.018 | | DEC Fl 28,820 DEC. Fy 26,879 NOV ES 14654088 | DEC § "247 752 
Cosmopolitan 51.3 62.4 604.5 705.7 22.021 26,748 259,468 302.743 novERA 37.677 wvE 92/22 ait ae =) 33 
Dell Men’s Group ...... 16.8 16.6 207. 1 7,191 7,120 88,845 79,466 ee a / reese VS TT] 334 °9/ 
i knw. 30.2 46.4 463.0 647.8 12663 19,500 194.428 272.076 ; ied ila 69/3 
Eagle Magazine ....... 3.4 4.1 43.2 43.2 1,436 1,738 18,149 18,137 | | joa a nai anil 
oer 44.5 32.3 348.3 316.0 30,316 21,930 236,810 214,880 38, 257 27603 4888,89/ 2g, 
beet $5 110 1036 1002 3626 4702 44:43 42.973 | | DEC ’ DEC. ’ nov | __] 4888 DEG | 1/6/ 
Esquire (Nat'l) ............ 145.1 147.1 $14.1 9314 98,665 99,994 547,079 626.268 
| aR 27.5 23.3 259.0 2318 962 16,010 178,175 159,479 
RRS 1258 115.3 1,222.3 1,404.5 79,474 72,838 772,462 $87,644 shila enemies Lines 
Grade Teacher, The ..... 21.8 15.6 337.4 328.5 9,625 6, 148,787 144,872 Dec. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. Jan.-Dec. Jan.-Dec. 
Harper's Magazine ........ 28.6 31.3 214.5 219.1 12,011 13,140 90,076 92,035 1949 1948 1949 1948 1949 1948 1949 1948 
ten e AG een < 6020s 92.5 88.5 782.7 753.8 62,870 60,152 532,205 a 16.3 16.0 221.9 218.6 6,997 6,848 95,216 93,772 
House Beautiful ........ Le is stant ee pry Hd grt eens Seite Sports- Afield ..... 42.4 52.8 713.1 796.8 18,187 22,662 305,930 341,828 
H & Garden ...... . 4 ° ‘ 245. . ‘ ‘ ? - . . - - 
: a aK _ +4 183 2656 2274 10,760 7334 «113,947 pt Total Group ......... 235.4 270.6 3,156.1 3,815.3 101,003 116,253 1,508,626 ~ 1,637,765 
Instructor .........--. 27.3 14.6 267.1 266.6 18,664 10,008 182,681 182,379 Youth 
SE - 11.9 19.3 175.3 235.4 5.098 8,295 75,214 100,978 | 7 Ou 
Macfadden Men's Grp. ........ 9.9 13.8 137.7 146.6 4, 9 59,062 62,873 , 
i Wied ........ : 86.8 84.8 881.6 917.5 19,440 18.987 197.468 205.513 ie Anatase Girl .... 23 oy 1274 = ase wan Bry i 
Motor Boating ............ 47.4 67.7 1,116.3 917.7 27,344 39,788 656,392 ON hy Se rt se a8 sn? kas eo rete 
National Geographic .......... 42.3 48.3 459.0 485.3 10,056 11,484 109,247 115,496 | toi Lite. || 74 61 on 7 312 «3188 3637 12'295 13°504 
, Nation's Business ............ 29.1 31.9 361.9 450.3 12,486 13,704 155.272 merits eed 152 181 124.6 1627 6528 5976 5438 60512 
ge Nature Magazine ....... 2.6 3.4 24.8 31.0 1,102 1,429 10,439 5 al lad a - =. ae... gee : ~ : U : and ul 
a RE Sic asnadccssscce 29.5 18.0 212.8 155.3 20,073 12,361 144,661 105,600} Total Group .............. 6 77.0 740.8 869.7 28,880 38,257 363,808 422,880 
s Popular Fiction Group ..... 13.9 22.0 153.3 121.1 3,109 4,923 34,341 27,130 tFormerly Calling All Girls. *Ten issues both years. 
ih -—— RT yee isei Leosy i766 27019 sare 3eBer0 «So 7oee 
Bates » os Nee 120.6 ; 605. ‘776. ; } 
ee a9 S=«=CCAC:«‘CSSTB® 43S 714958 17627 «183'803 seg | COMics Magazines 
TDs cas secu ess bs 0:0 18.9 27.6 281.2 373.8 1099 1,841 120,625 160,346 | *Archie Comics .............. 6.0 8.0 32.5 34.0 2,268 3,024 12,285 12,852 
Rotarian .:..... 7.4 7.8 103.9 122.4 3,187 3,327 44,598 52,558 | Famous Funnies ..... 6.5 8.0 61.0 60.0 2,515 3,096 23,607 23,220 
TE Se canes sve 4% 9.4 18.5 152.5 193.5 4,033 7,933 65,431 82,992 | Fawcett Comics Group ..... 7.0 10.0 85.0 92.5 2,629 3,780 32,113 34,965 
cin ane nee os 57.8 58.0 796.4 918.9 24,263 4,567 334,494 385,956 | t*Harvey Gomics Group .... 9.5 9.5 58.4 63.0 3,591 3,591 21,924 23,814 
Thrilling Fiction Grp. ........ 13.8 19.6 161.9 183.7 3,080 4,400 36,231 41,126 | Lev Gleason Publications ... 8.0 5.0 92.8 64.3 3,024 1, 35,091 24,318 
Town & Country ...........-. 67.1 86.7 757.6 977.8 45,101 58,254 ,097 657,111 | Marve! Comics Group: 
Sek RET 45.0 47.2 371.0 428.6 19,323 20,239 159,171 183,857] (Total $ Units) ..... 24.0 24.4 278.7 169.5 9,072 9,198 105,483 64,071 
Varsity 12.6 10.2 48. 73.0 5,409 4,370 20,675 33,375| §*Red Unit ...... 9.3 6.0 98.7 36.5 3,528 2,268 37,287 13,597 
Sedo sn enets 54.2 69.3 940.2 1,111.7 31,870 40,748 552,838 653,623) §*Blue Unit... 7.3 8.7 90.3 44.0 2.772 3,276 34,239 16,632 
Total Group ......--++> 1,962.4 2,175.8 2,894.2 24,986.2 966,741 1,057,134 11,091,529 12,041,906 Natiousd Chates Grow: tenes 7.3 9.7 89.7 42.0 2,772 3,654 33,957 15,876 
“Larger page size 1949. "Published bi-monthly beginning July-Aug., 1948. *Not included in totals. (Total 2 Units) ....... 21.0 20.5 188.0 213.0 7,938 7.749 72.065 60,514 
 : Senne ‘ : ' : : : 43,470 
Women 3, Spee ce eh ce 
|. 45.2 60.2 1,046.0 1,331.0 19,376 25,811 448,734 —570,999| Star "Gomi Grown a a. ae , 
Dell Modern Group: See” 139 311 799 2,071 ~_—s«5, 575 12,616 
—o eo 8 CASAS Ad'ess «IRMA looasS «soe y70| Total Grow .............. 71.0 ~ 729 850.3 776.9 26,879 27,603 ~ 322,263 295,081 
— a oe 23.0 316 398.5 4125 9846 13564 170.949 176.965|  ‘*Not included in totals for month. {November-December issues combined. §Twelve issues 1949; 6 issues 1948. 
Family Circle (Nat'l) ..... 26.8 25.5 336.7 329.5 11,501 10,920 144,454 141,349 eee cay pees > 
*All Editions — 40.5 59.1 517.6 509.7 17,368 16,772 222,043 218,665 Nov. Nov. . Jan.-Nov. Jan.-Nov. Nov. Nov.  Jan.-Nov Jan.-Nov. 
Sa. ....... 69 we 397.2 441.4 10,698 12.940 170,382 189,376 P ba B... " oe ead 19491948 19491948 
24.8 29.4 . } : : - : 7 lose. 
ais os )60OBeCSd.)~=5aS9 «1N080««e'se> «© Dou'se3.~—saaacas | Weeklies, Bi-Weeklies, Semi-Monthlies—November 
SE se teeeeeey seen 65.4 65.1 1,113.5 1,128.8 28,077 27,935 477,698 484,257 | american Weekly ............ 78.0 82.6 768.0 797.6 77.967 82.566 767,906 797,686 
Good Housekeeping .... 132.3 1341 1,705.7 1,798.2 56,739 57,543 731,749 771,417 | Business Week 283.9 304.7 3,235.8 3,434.1 119,272 127.955 1,359.000 1,442,375 
Harper's Bazaar .........- 99.5 109.7 319.1 1,568.2 62, 63,638 833,661 991,073 | Christian Advocate 33 120-3 : 192.6 , 308.6 9 ee wine? ‘ ofa734 : 87.623 
; , : ee close : ; ; 965. 036 1,040,479 336,487 
» wd — 171 218 248.3 313.7 7,324 9,369 106,530 134,561 | Sellier's 813 83.4 a —— 34864 35779 
Real Romances .......... 15.7 18.8 242.8 273.1 6,736 8,088 104,182 117,152 | Forbes 22.0 32.6 265.0 344.6 9.464 13,981 115.636 147,777 
*Real Story 15.7 18.8 242.8 273.1 6,736 8,085 104,182 117,152 | Grit .. 22.2 26.0 235.9 268.1 23,314 27,336 247,589 281,461 
*Screen Guide 17.1 21.8 248.3 313.7 7,324 9,369 106,530 134,561 | ‘Life 328.8 433.8 3,286.2 3,523.9 223,601 294,966 2.234.613 2,396,300 
tHolland’s ......... 12.7 17.3 205.9 249.3 8641 12,147 143,610 174,551} Look .. 113.5 124.4 1,232.4 1,090.7 77,179 84,571 °837,989 741,607 
OS" a ee 34.6 30.5 498.4 494.6 14,857 13,061 13,804 212,175 | Newsweek .............-- 2116 253.6 2,268.6 2,475.0 2872 106,531 1 244,400 1,039,498 
, ; j 197. 95. 663. 594.8 167, 66,056 3,645 1,355,708 
yw i yA os 25.9 35.7 335.9 271.6 11,123 15,316 144,123 116,524 i Yorter ‘208 — a 386.8 3949 2759.7 218295 165946 169404 1'183'959 1,213,978 
SS 24.9 33.7 316.7 364.3 10,696 14,465 135,885 156,309 | Parade ........ 42.6 46.2 393.2 358.8 36.168 39,309 342.733 305.211 
Movie Stars Parade 24.8 33.6 315.6 362.7 10,652 14,437 135,414 155,605 | : pathfinder 53.6 46.6 466.7 445.1 22,992 20,021 200,147 191,127 
Personal Romances 28.2 40.5 395.2 427.4 12104 17,375 169,549 183,360 | Saturday Evening Post .... 361.2 444.1 3,837.4 4,041.6 245,612 302,004 2,609:291  2,748/192 
Ladies’ Home Journal 11.300 «103.2 (1,462.3 1,637.8 75,702 76,907 994,346 1,113,720) Saturday Review of Literature 72.7 55.1 569.0 446.4 31.219 23,641 247,295 191,531 
t Women’s Group: Scholastic Magazines ........ 38. 9 211. q 6, 6 89,085 92,633 
be * Television Mirror .... 22.2 25.5 341.1 393.2 9,537 10,947 146,323 168,681 Seertion News ..... 25.9 16.9 303.0 270.8 27.689 18.105 3241222 289.817 
OT Pare 35.7 44.6 492.2 590.1 15,329 19,117 211,153 253,150 | This Week Magazine . 67.6 71.0 620.1 658.4 57.415 60,328 526.973 559,431 
Experiences ...... 23.8 26.6 348.9 418.9 10,231 11,404 149,681 eg 290.7 394.0 3,079.5 3,316.2 122,107 165,461 1,293,300 1,393,182 
True Love Stories .... ae SS ee OS OER teeta MER EE ® & Meme & Worle Repert ... 92.6 96.2 1,004.7 1,102.2 38,879 40,417 (421,919 463,791 
aves — oe es a m= ees ye os on OSE ae _ 2,884.5 3,254.2 27,902.6 29,392.2 1,651,088 1,888,891 16,279,915 17,084,415 
ademelsetia. 63.5 101.4 1,411.0 1,943.0 27,241 43,483 605.319 $33,547 *Not included in totals. ‘Four issues 1949; five issues 1948. *Three issues 1949; two issues 1948. ‘Five issues 1949; four 
ee SP é 57.7 78.3 879.4 1,038.5 39,212 53,213 597,989 706,172] issues 1948. 
‘ ry i) i _ whee 47. — a 63,06 ; 
Powis Mei 4 eee Sea 59.2 $4.5 793.7 1 2332 25,397 27.687 340,513 402,067 Canadian 
(N.Y. yl 67.6 ’ ; 
He aed oo , 22 0 «om 240.9 — ae 103,333 Canadian Home Journal ... 415 42.5 513.6 350.2 28,186 28,901 349,261 374,145 
ES “Whae wR stones : 16.3 22.3 248.0 279.4 6,982 9,569 106,377 119,854 | Canadian Homes & Gardens . 8.6 ‘ } . . ‘ ,407 403,31 
Seventeen ........ 54.4 67.2 1,278.5 1,232.5 37.022 45.688 869.376 838.127 | Chatelaine .............. 46.9 46.8 521.6 560.2 31,907 31,830 354.686 380,938 
Today’s Woman ........ 32.2 18.9 407.6 325.3 13,809 8113 1748 139.546 | Maclean's (2 issues) ...... 59.7 71.5 736.2 839.6 40.577 48,609 500,637 570,938 
i ean 95.6 ° 881. ,360. \ , ,189, 491, ational Home Monthly y ; ; 1 : 3 é ; 
(ei = a oe oe Ae on ee ee ae Re 
estern Family: » eéa0 ' . ; , é ‘ “ : 
ition .... 27.8 35.0 423.9 405.6 11,946 15,067 181,837 173,987 | Reader's Digest: 
Sherenst Esition é 23.8 27.3 oe — 10194 11,714 English Edition ... 73.5 28.0 563.0 244.0 13.377 5,106 102,466 408 
Woman's Day (Nat'l) 45.2 46.1 571.0 615.0 19,372 19,797 244,959 263,835 | French Edition 5.106 102,111 491504 
*All Editions ......... 47.3 48.5 606.0 648.7 20.305 20.826 259.974 278,278 | Revue Populaire, La .. 33.4 33.5 372.5 408.1 23,396 23,425 260.779 285.718 
Woman's Home Companion 82.5 76.3 9123 940.8 56,152 51,874 620,339 639,789 | “Samedi, Le ........ 35.6 45.1 381.2 409.7 24.936 31,563 266.872 286,804 
SN Sivchessedaas 1,610.5 1,854.1 24,445.7 _27,452.0 810,701 928,287 12,329,851 13,859,230] Total Group... 468.3 408.8 = 4,920.1 = 4,600.5 247,010 251,239 2,796,805 —2,882,95 
*Not included in totals. ‘First issue April, 1948. *Sold separately 1948—Screenland and Silver Screen. “Smaller page ovember linage. 
_ **Canadian National Weekend Newspapers (Rotogravure Linage) 
a TS Seeeee gf 82 Bt; a SE nee te 
, , La Presse ‘ y \ * ‘ , J 454,9 
Amarienn Riftensn a fs ss £5 ee 8S BS ORB lta 593 54.3 489.0 5186 59,301 54.315 488968 518.60 
Sah ene nie aki 24.5 215 262.0 286.5 10,515 9.238 112,375 122 893 | Star Weekly 75.2 66.9 618.6 622.8 71,483 63,610 587,828 591,77 
Hunting & Fishing 13.3 20.9 263.2 309.5 5.693 8.971 113,101 132,811] Total Group ...... 232.5 222.4 1,952.6 2,019.4 228,752 219,161 1,921,819  1,986,39 
Outdoor Life .......... 42.9 55.3 659.2 732.4 18.424 23.742 282.816 314.193] **No-ember linage. 


Dec. 
1949 
Farm Magazines 
Capper’s Farmer ...... 38.9 
Country Gentleman .. 86.3 
Farm Journal ........ 79.0 
Progressive Farmer: 
Carolina-Va. Edition . 60.1 
Ga.-Ala.-Fla. Edition 62.3 

Ky.-Tenn.-W. Va. 

 cGueeeeese 55.5 
Miss. -La.-Ark. 

DD awnaceee 55.4 
Texas Edition ...... 60.0 
*In all 5 Editions .. 50.3 
*Aver. 5 Editions ... 58.7 

‘Southern Agriculturist . 34.2 
Successful Farming 78.2 


Total Group 


—Total Advertising, In — 
Jan.- 


an. - 
Dec. Dec. Dec. 
1948 194 1948 
49.2 581.1 650. 
93.4 1,198.7 1,215.8 
87.3 1,096.3 1,181.3 
68.7 838.4 896.4 
69.8 847.0 883.3 
65.1 817.8 854.0 
65.2 807.1 838.3 
69.3 859.0 910.2 
59.8 731.0 755.3 
67.6 833.9 876.4 
34.3 415.5 468.1 
91.1 1,102.6 1,143.7 


Dec. 
1949 


26,438 
58,598 
33,901 


43,751 
45,323 


-———Total Advertising, In Lines————. cluding Poultry, 
n.- Jan.- Classified and Live- 
Dec. Dec. Dec. stock, In Lines 
1948 1949 1948 1949 1948 
33,475 395,117 441,985 25,352 32,409 
63,525 $15,116 826,768 56,542 61,315 
37,466 470,279 506,682 31,633 35,422 
50,036 610,358 652,543 40,738 47,082 
50,793 616,640 643,012 42,348 47,855 
47,362 595,360 621,719 37,860 44,980) 
47,442 587,601 610,288 37.494 44,589 
50.425 625,349 662,595 39,719 47,190 
43,545 532,142 549,894 34,707 41,682 
49,211 607.057 638.033 39,632 46,339 
23.352 288,712 327,704 21,575 21,510 
41.011 496.168 514,661 33,868 39,750 
444,860 5,500,700 5,807,957 367.129 422,102 | 


609.9 693.5 8,563.5 9,041.1 390911 
*Not included in totals. ‘Smaller page size beginning Oct., 1949. 


Current Month Com- 
mercial Display, ex- 


-—Total Advertising, In Pages— 


Jan.- Jan.- 
Dec. Dec. Dec. Dec. 
1949 1948 1949 1948 
Monthlies 
| *Agricultural Leaders’ 
Fi - eer —_ S«-§- ——_—s«s«- 253.9 294.3 
American Fruit Grower . 17.9 211 309.0 360.1 
| American Poultry Journal: 
Eastern Edition .... 43.7 47.6 438.9 442.7 
Central Edition .... 36.3 40.2 3715 #377.9 
Western Edition 32.6 33.0 328.9 329.5 
*In all 3 Editions .. 28.7 30.6 298.4 307.6 
| Arkansas Farmer ...... 8.8 88 115.0 127.1 
Better Farming 
OO eae 16.0 23.3 3718 369.1 
2 2 141 142 175.0 2146 
Breeder's Gazette 15.6 168 2348 261.6 
California Citrograph .. aar060CUS CUS Ce 
Cattleman, The ....... 79.8 79.5 1,110.9 1,124.8 
Electricity on the Farm 9.8 20.9 158.2 227.0 
Farm and Ranch ...... 28.8 29.2 398.1 450.9 
Farmer-Stockman 23.2 245 364.0 374.2 


December and Year 1949 Advertising Pages and Linage in Farm Publications 


Current Month Com 
mercial Display, e» 


Total Advertising, In Lines———. cluding Poultr) 

Jan.- Jan.- Classified and Live 

Dec. Dec. Dec. Dec. stock, In Lines 
1949 1948 1949 1948 1949 1948 

49,770 57.682 —— — 
7,640 9,015 131,618 153,389 7,460 8,895 
18,749 20,432 188,270 189,933 8,251 78.7 
15,568 17,265 159,352 162,127 7,918 7,545 
13,984 14,163 141,133 141,337 7,608 6,44 
12,317 13,116 128,024 131,990 7,174 6,3-3 
6,647 6,703 86,916 96,076 6,130 6,28 
6,882 10,002 159,496 158,357 6,882 10,0/2 
5,957 6,025 73,525 90,127 5,957 6,0.:5 
7,021 7,559 105,674 117,707 5,391 5,672 
16,590 16,044 213,101 222,537 ‘ 15,702 
33,526 33,421 466,719 472,438 19,8.:7 
3,503 7,459 56,465 $1,039 7,459 
19,586 20.507 277,476 315,694 16,8 ‘1 
17,633 18.608 276,651 284, 17,41 
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Current Month Com- | Seezpepemeprppeepereees 


mercial Display, ex- | #2am , MAGAZINES MONTHLIES SEM!I-MONTHLIES 
-—Total Advertising, In a Oy —— Total a, In Lines cluding Poultry, | @ k 
5 5 _ = P . a —_ —— -~ Live- 
ec. ec. ec. ec. ec. ec. ec. ec. stock, in Lines y TU Aue" 
1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 DEC. Beal 390,9// DEC Eevcal OS, 8/7 NOV Seed 654 2237 
Florida Cattleman .... 45.4 282 460.5 4358 19,047 11,848 193,417 183,105 12,355 7,319 “3 Pare Shc 7 / NOV 1 J// (TE ed 77 
Florida Grower ...... 17.6 22.0 197.3 235.1 11958 14.934 134,196 159,868 11.278 14.182 | g Wow Buty 507, 37 Kes] 0/4 OS9F OCT Bvaaued 776, 295 
*eIdaho Granger ...... 7.6 73 —- 8,225 7,966 8,190 7,868 1948 
Kentucky Farmer ..... 15.7 194 2214 244.0 12,303 15,106 173,487 191,178 10618 13,509 [7 #6140 
Michigan Farm News... 24 22 265 23.1 5,668 5,242 61,990 53,779 5600 5,138 ; DEC. 
National Live Stock disseesefdieee | 
| artery 1L6 68 1013 1088 8,429 4,957 73,710 79,284 5,998 4,478 BI-WEEKLIES ; WEEKLIES DAILIES CANADIAN 
*“Nation’s Agriculture . 6.6 9.2 73.9 81.1 2,962 4,156 33,167 35,485 2,962 4,156 ’ ’ 
e + 38.5 35.8 489.5 4742 17,365 16,046 220,291 213,572 12,392 12,942 ay ~y _ 
arm e le le le le ’ ' ’ ’ ’ ’ A. sat . . 
Ohio Farm Nov PS] 73.396 NOV FS9 63,479 Nov ea] 444095 
Bureau News ...... 13.2 169 139.3 197.7 5,956 7,592 62,684 88,958 5,860 7,227 — 
; Pacifie Poultryman ..-. 36.7 29.1 389.5 313.3 15,761 12,490 167,086 134,395 5,683  4,769| | OCT | 86,/9O OCT  CAF3 100,233 ocr. ie] 420, 242 
oultry ridune: 
Eastern Edition .... 45.5 45.3 5315 542.1 19,499 19,439 228,002 232,571 9,149 8,638 
Central Edition :... 38.3 39.7 457.6 469.6 16,417 17,044 196,295 201,462 8881 8,639 wa) 77,792 | 71,919 world 236,/70 nov] 399,86/ 
Western Edition .... 32.3 32.3 403.9 4113 13,876 13,877 173,274 176,455 7,715 7,477 
*In all 3 Editions .. 26.8 27.7 364.7 378.6 11,496 11,874 156,449 162,432 7,241 6,802 
Southern Farmer .... 7.3 65 1026 128.6 8,055 7,165 113,025 119,849 6,756 6,565 
Southern Planter ..... 23.7 22.8 3049 359.3 16611 15,969 213,417 251,476 15,351 14,779 Current Month Com- 
Western Dairy Journal. 514 466 500.2 522.7 21,574 19,726 209,843 219,872 8,396 6,538 mercial Display, ex- 
Western Livestock -Total Advertising, In Pages— -- Total Advertising, In Lines————. cluding Poultry, 
PRO ae 95.2 113.0 1,135.7 1,224.7 40,012 47,502 476,560 514,026 13,454 14,028 Jan.- dan.- Jan Jan.- Classified and Live- 
*¢Wyoming Stockman- Nov. Nov. Nov. Nov. Nov. Nov. ion Nov. stock, In Lines 
= are 45 #W75 — — 13,230 15,827 _ 11,550 12,803 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 
Total Group ...... 835.2 849.6 10,657.2 10,739.0 405,817 416,140 5,054,620 5,344,381 266,447 272,196) p;. 
= *Not included in totals. “November linage. 'Smaller page size 1948. Bi-Weeklies—November 
c. . 
Newspaper Monthly Farm Sections yo ll fl eseee 52.0 65.1 _—_ _—_—_ 39,297 49,224 36,966 45,696 
2 ¢Fort Worth Star-Telegram Northern Edition ... 45.9 49.0 557.4 590.8 34,637 37,043 423,170 446,781 30,908 33,450 
8 a. s ta News 17.6 185 225.0 40.5 18,746 19,670 239,658 43,120 16,026 19,130) Southern Edition ... 44.5 46.9 532.6 477.3 33,603 35.420 402,543 436,644 29,874 31,827 
55 : Dairyman’s League News _ 112 7.3 1034 956 8,156 _ 5,329  _—*75,294 69,6 _ 6,681 —— 3,584 
sod Grete. ke ae Mee aad “S55 assa “s524 “ae7e7 '3'88$ a's3a| Total Group ...... 101.6 103.2 1,193.4 1,163.7 76,396 ~77,792 ~ 901,007 ~ 953,036 ~67,463 68,861 
Total Group ...... 37.0 35.6 558.4 3365 39,128 37,711 591,064 355,449 35,701 36,716 
3 {First issues Nov., 1948. Weeklies—November 
13 Current Month Com- ’ 
93 n" mercial Display, ex- | Capper’s Weekly ..... 7.4 7.2 82.0 89.8 16,605 16,128 183,783 201,091 13,728 12,468 
4 -—Total Advertising, In Pages— -——Total Advertising, In Lines cluding Poultry, | TWeekly Kansas City 
2 : 7 dan- dan a gan yan- Classified and Live- | Star .....-....... 19.0 22.6 308.4 263.8 46,874 55,791 666,142 650,139 35,284 44,521 
— + - A a ~. os. stock, in Lines Total Group ...... 26.4 29.8 390.4 353.6 63,479 71,919 849,925 851,230 49,012 56,989 
30 1949 1948 1949 1948 1949 1948 1949 1948 1948 +Five issues 1949; four issues 1948. 
Semi- Monthly —November 
American Agriculturist . 22.0 283.7 325.3 16,052 20,694 210,560 236,839 18,410 14,074| Dailies—November 
*California Grange News 30.3 Fre se — 32,872 26,194 32,634 25,809 
52 Colorado Rancher and Chicago Daily Drovers 
2 a eer 21.1 210 296.3 288.2 15,939 15,840 224,013 217,819 13,868 12,102 SE. wbdonscaonss 35.3 27.6 312.8 287.2 75,183 58,656 665,815 610,911 48,143 32,794 
65 Cooperative Digest .... 10.3 155 1643 187.8 2,152 3,255 34,420 39,443 2,152 3,255 | Kansas City Daily Drovers 
14 Dakota Farmer ...... 54.8 53.5 6810 6406 42,981 41,992 534,095 500,471 40,776 40,452 MEE ac ccbaeese 35.9 32.3 376.1 363.1 76,299 67,718 $01,104 763,759 46,572 35,544 
18 Farmer, The ......... 58.5 58.5 720.5 654.3 45,827 45,858 560,849 485,074 40,475 40,780| Omaha Daily Journal- j 
Hoard’s Dairyman ..... 35.0 42.7 425.6 476.0 25,505 31,046 212,992 339,178 20,790 26,342] Stockman ......... 43.7 35.0 381.0 389.2 93,072 74,479 810,782 828,295 51,815 44,176 
71 Idaho Farmer ....... 36.2 38.3 468.1 469.3 27,362 28,920 353,968 354,608 25,246 26,841/ St. Louis Daily Live 
37 Indiana Farmer's Guide 13.5 26.6 270.9 oe 13,232 20,580 eH 246,469 11,619 16,755 Stock Reporter ..... 24.1 16.6 228.1 2246 51,354 35,319 485,510 477,938 39,533 22,786 a 
, ansas Farmer ....... 3 , ‘ . , ‘ , é 649 9,881 } Ti | 20R =) 9 > ERI , : 
76 ie tone. 359 398 4768 4656 27596 30573 366350 3571663 23678 26°446 Total Group ...... 139.0 111.5 1,298.0 1,264.1 295,908 236,172 2,763,211 2,680,903 186,063 135,300 t 
*Missouri Farmer ‘ 6.0 &.7 — a 4,595 6,576 f 6,268 
14 Missouri Ruralist ..... 29.8 27.7 341.6 354.9 22,610 21,879 261,907 268,772 13,366 18,704 Canadian 
170 Montana Farmer ..... 39.3 41.1 586.7 561.6 29,745 31,067 443,868 425, a 22,061 23,751 
44 Nebraska Farmer ..... 68.0 67.1 782.3 770.1 51,402 50,727 591,241 582,391 40,394 40,739 | **Canadian Countryman 36.7 31.9 446.9 405.0 25,684 22,325 312,901 283,294 19,236 16,995 
i New England Homestead 32.8 319 400.5 428.7 22,981 22,351 279,614 300,072 16,725  15,830/| Country Guide, The ... 24.5 266 463.0 474.0 17,629 19,182 333,367 341,281 17,629 19,182 
— Ohio Farmer ........ 43.1 46.7 537.2 514.9 33,180 35,835 412,673 395,350 29,685  32,209| ‘**Family Herald & Weekly 
16 Oregon Farmer ..... ee 33.8 37.0 464.9 470.3 25,572 27,982 351,431 355,597 23,624 25,903 Star: < 
181 *Oregon Grange Bulletin 14.0 133 —— —— 15,120 14,448 15,120 14,448| Castern Edition .... 106.3 821 946.0 820.6 106,328 82,101 946,073 £820,543 73,209 62,661 
Pennsylvania Farmer... 33.7 32.3 437.3 424.3 25,908 24,804 332,997 317,428 22,948 22,591| Western Edition .... 97.0 72.3 845.6 724.6 96,998 72,321 845,677 724,525 72,995 58,153 
Prairie Farmer ....... 58.6 61.3 718.0 704.8 42,650 44,613 522,726 513,012 35,526  37,848| Farm & Ranch Review. 17.7 15.0 398.1 450.9 12,720 10,800 277,476 315,694 11,729 10,104 ; 
= — ey ees (erase 29.7 35.4 358.5 378.8 21,657 25,806 267,788 282,195 17,295 23,385| **Farmer’s Advocate & i 
lov allaces’ Farmer & Iowa Home Magazine .... 37.2 35.7 457.6 430.6 26,049 24,963 320,323 301,568 19,994 20,064 : 
Homestead ........ 68.0 57.8 794.6 743.6 53,314 44,514 = 222 585,963 46,868 42,453 , i : 
18 Washington Fav ine eS 33.1 365 452.7 465.5 25,059 27 382 342 3821303 351,817 sili | o'se3 cyewr + Ragnsiae .ees 241 266 356.9 409.9 16,840 18,614 249,803 286,898 12,763 13,422 F 
estern Farm Life ... . . . ' , 809 19,282 21,953 iri 124.7 137.6 1,259.2 1,228.5 140,249 154,822 1,414,279 1,380,080 84,558 84,857 _ 
™Herdsmen Edition 24.1 24.7 303.6 337.7 18,900 19,343 2381074 264/870 2.668 3.931 |,. Prairie Farmer ..... 4. <a yas aa ; , 
686 Wisconsin Agriculturist 43.3 49.6 561.7 537.6 33,951 38,912 503,359 421,192 32,332 38.232| **Western Producer .. 45.6 40.5 586.6 563.1 48,787 43,329 _627,718 _ 602,516 31,064 23,212 Sy 
44} Total Group ...... 868.2 911.8 11,004.7 10,993.7 654,223 683,591 "8,245,331 8,209,844 559,877 596,029 Total Group ...... 513.8 468.3 5,759.9 5,507.2 491,284 448,457 5,327,617 4,984,399 343,177 308,650 ie 
as *Not included in totals. ‘Herdsmen edition only. This edition also includes all linage carried in Western Farm Life. **November linage. ‘Five issues 1949; four issues 1948. 
— ; ; : ' ; . = 
i241 [lo Expand Smog Campaign fe aoanins, now ge Rag a By. 12 TV Stations Sign Gardner Names Volz V. P. Prater Drops Shoe Account = 
+d Lady Esther Inc., Chicago, will $60 ees 1 Aa saabhont oF i George A. Volz, account exec-| Prater Advertising Agency, St. , e 
498 spread its campaign for Lady Es- ; ls ire Coil Co rh Th for Year with NBC utive, has been named a _ vice-| Louis, has resigned the account of We 
708 Wher Cr k tection pire Coi ., is owner. e ’ be J ‘le Shoe C St. Loui f- — 
er Creme makeup as prote president of Gardner Advertising| Juvenile Shoe Corp., St. Louis, e : 
eer 9 : station, an affiliate of DuMont a - ; 
311 igainst smog to 21 smog-ridden Network, also will carry ABC NEw YorK—Twelve television | Co., St. Louis. fective Jan. 1. 
127 ‘ities early this spring. Full-page . *|stations have signed National 
192 newspaper ads are running cur- Paramount and WPIX program- : ’ +13 
531 Spaper ads 8 ming Broadcasting Co.’s new TV affilia- 
633 rently in Los Angeles. papers ° tion contract . 
817 Bhrough Ruthrauff & Ryan, Chi- oe : 
431 ago. Roto-Finish to DuMahaut The revised contracts, which are 
9 L. J. DuMahaut Advertising for two years rather than one year, a 
415 XEL Begins Operation Agency, Detroit, has been named a pay = oe = ere 
four WXEL, Cleveland, began com-|to handle the advertising of Roto-|°f ‘ree Hours the network gets 
mercial operation Dec. 17. The ba- | Finish Co., Kalamazoo, Mich. from affiliates from 30 to 24 
monthly. Charges for sustaining 
programs are discontinued. 
rt Station response to the revisions 
938 is said to be generally favorable. : 
os The network’s payment to stations ‘ : 
766 } es Pe | for commercial time—33%% of EFFECTIVE SUNDAY, NOVEMBER 27, | 
408 ee ———_ tt each station’s network rate—re- ’ , 
1,504 . mains unchanged. 
80. THE SANTA ANA REGISTER 
957 Procter & Gamble Appoints 
Cole for Drug Products WILL AUGMENT ITS DAILY ISSUES 
Procter & Gamble has appointed 
, H. S. Cole, previously sales man- 
93. ager of Thomas Hedley & Co., P&G WITH A NEW SUNDAY EDITION 
‘ subsidiary in England, as manager 
: of its drug products division. Mr. 
6,39 Cole succeeds Harold R. Hall, who DESIGNED TO GIVE ADDITIONAL 
will go to Harvard University as a 
research fellow and member of the 
—— , SERVICE AND COVERAGE 
Mr. Cole has been with P&G 
since 1931, having started in the OF THE RICH 
advertising department. Mr. Hall 
Com will continue to serve P&G in a 
ye consulting capacity for an indefi- ORANGE COUNTY (CALIF.) MARKET 
je nite period while at Harvard. 
ons , : *Sunday pay on 
ie ta - ‘ ; % : . same as the dai 
- | Pwr ec _ | Argus to Richards Agency | 
' : Argus Inc., Ann Arbor, Mich., 
: manufacturer of cameras and op- | 
8.805 tical equipment, has appointed 
f Fletcher D. Richards Inc., New 
ns York, to handle advertising in 
6.434 newspapers, magazines and busi- | 
6,3 ; ADVERTISING TYPOGRAPHERS and PRINTERS ness papers. Morris F. Swaney Inc. | 
iY > : | 
as 650 WEST LAKE STREET, CHICAGO © ANdover 3-7722 previously had the account. aT 
) fi ball on y y 
z ° e JOHN W CULLEN CO 
6.0.8 Ideal Appoints Devine CHICAGO NEW YORK CLEVELAND CINCINNAT! 
13.7 2 Edward W. Devine, formerly | 3s ancetes $a MOUOAY CO. ine 
49 with Coronet, has been named | ™ — ee ae ene ene 
16,8 ‘1 promotion manager of Ideal Pub-| 
17,41 lishing Corp., New York. 
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Foster & Kleiser Praises Agencies 


San Francisco—Advertising 
agencies along the Pacific Coast 
are getting quite a boost from Fos- 
ter & Kleiser Co., which is devot- 
ing about a score of its bulletin 
boards to an exposition on the 
value of agencies. 

The campaign began late last 


month, with painted bulletins 


showing only a pair of eyes star- 
ing at passersby. After about a 
fortnight, completed copy was 
added, saying: “Looking for in- 
creased profits? Foster & Kleiser 
sincerely recommends, Consult an 
Advertising Agency.” 

Included in the display are five 
“deluxe” bulletins in Los Angeles, 


The SAN DIEGO 


UNION and TRIBUNE-SUN gives national 
advertisers the opportunity to concentrate their 
advertising dollars! Less money does a bigger 
selling job because of dominant coverage of the 
market. Local Department Stores know this fact. 
That’s why 80.8% of their advertising goes into 


just ove buy... the 
San Diego Union and 
Tribune-Sun. You will 
do well to make just 
one buy in San Diego! 


Ask the West-Holliday Man! 
News with Partiality 


All th 


UNION and TR 


Union Tribune Publishing Co., San Diego 12, California 


REPRESENTED NATIONALLY BY 


~ 
% 


” SAN DIEGO 


New York + Chicago + Denver + Seattle + 


908? 


of all 


Dept. Store 
lineage 


The UNION and TRIBUNE-SUN 


carried 4,768,579 lines of 
Department Store advertising 
in 1948 ... 80.8%... a guide 
to your spending. 


to None’ 


- aS 


IBUNE-SUN 


WEST-HOLLIDAY CO., Inc. 


Portiand + San Francisco + Los Angeles 


Collins 
Miller € 


ea te, NS 

o: basen f 5 

teoking for increased protirs ? 
<@ La 


COMBULT AN ADVERTISING 


ONE OF MANY—In about a score of West Coast cities, p 
are being used by Foster & Kleiser to boost agencies. Only the eyes appeared 
at first, as a startling teaser. 


Advertising Age, December 19, 1949 


——— 


Satad tuacliast 


like this 


three in San Francisco, four in 
Seattle, and one or more in Port- 
and, Sacramento, Oakland, Long 
Beach, San Diego and Tacoma. 


ws G. B. Haynes, president of F&K, 
says of the promotion: 

“We believe sincerely and 
wholeheartedly in the advertising 
agency’s importance to American 
business. We believe the advertis- 
ing agency is the eyes of American 
business—seeking out and finding 
the opportunities, the markets, the 
selling techniques that build the 
individual business and the nation. 


“We believe there are still too 
many business men who are not 
sufficiently sold on the _ profit- 
making possibilities of agency 
counsel. Some of them are those 
who employ no advertising agency, 
and some are those who do not 
permit the agencies to provide the 
maximum of sales-getting service 
of which they are capable.” 

Four more designs are scheduled, 
each built around the pair of eyes. 
Caption lines will read: “Looking 
for ideas?” “Looking for more bus- 
iness?” “Looking for sound mar- 
keting counsel?” and “Looking for 


more customers?” 
Agencies have also been asked 
to suggest continuation copy. 


$80 Million Gross in ‘50 
Predicted by DuMont 


Dr. Allen B. DuMont, president 
of Allen B. DuMont Laboratories, 
Passaic, N. J., has predicted that 
his company will gross $80,00°,- 
000 in 1950. Sales for this year are 
expected to reach $45,000,000, 
yielding a profit of $3,000,000, he 
said. 

Dr. DuMont, who reported on 
the company’s financial position 
to the investment subcommittee of 
the House-Senate economic coin- 
mittee in Washington last werk, 
said sales currently are moving at 
the rate of $70,000,000 annually 


DeVorn Appoints Neison 


M. L. Neison, manager of ex. 
hibits, U.S. Steel Corp., and pres- 
ident of the Exhibitors Advisory 
Council, has resigned from the 
corporation effective Dec. 31 and 
will become Pittsburgh represent- 
ative of DeVorn Display Corp. 
Cleveland, industrial display man- 
ufacturer. 


read, each month. 


@ First in Value 


FRANKY! 


6432 CASS AVE., DETROIT 


Gatewood Bros., Albuquerque, New Mexico 


One of the more than 100,000 gorages 
where Automotive Digest is bought and 


@ First in Reader Response 


@ First in Paid Circulation 
— Over 100,000 Paid 


Send for this FREE Book containing valuable mar- 
keting information on the Automotive After Market. 


22 EAST 22th ST., CINCINNATI 
1501 BROADWAY, NEW YORK 
141 W. JACKSON BLVD., CHICAGO 


639 S. WILTON ST., LOS ANGELES 


Paid Circulation is Responsive Circulation. Automotive Digest has 


the largest paid circulation of any automotive publication. It's 
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51,000,000” group. 


Advertising Age, December 19, 1949 


Automotive Wholesalers’ Investment 
in Advertising Shown in New Survey 


Cuicaco—Members of the auto- 
motive wholesaling industry in- 
vest, on an average, from 0.33% 
up to 0.54% of sales in their ad- 
vertising activities, according to 
a “Cost-of-Doing-Business” survey 
conducted by the Motor and 
Equipment Wholesalers Associa- 
tion. 

Advertising expense accounts for 
the largest percentage, 0.54% of 
sales, in the group of wholesalers 
whose sales volume ranges up to 
$250,000. Comparative averages for 
four other groups include: $250,- 
000 to $500,000 sales volume, 
0.44% ; $500,000 to $750,000, 0.45%; 
$750,000 to $1,000,000, 0.33%, and 
over $1,000,000, 0.39%. 

The industry averages are based 
on 1948 figures supplied to the 
association by automotive whole- 
salers throughout the country, in 
an attempt to set up performance 
standards by which MEWA mem- 
bers could compare their own op- 
erations. 


s Wide variations should be in- 
vestigated and justified, the as- 
sociation warned in a_ booklet 
summarizing the study. “For ex- 
ample, if your advertising ratio 
is far above the group average, 
the possibility exists that the ad- 
vertising dollar is not being well 
spent,” it said. “On the other 
hand, if your advertising ratio is 
far below, the possibility exists 
that an increase in your advertis- 
ing budget will result in increased 
volume.” 

Operating ratios for the five 
groups show that cost of goods 
sold averaged from 70.9% to 74.6% 
of total sales, while net profit be- 
fore taxes averaged from 5.0% 
to 6.6%. Personnel expenses av- 
eraged 15.3% up to 17.3%, and op- 
erating expenses, including adver- 
tising, varied from 5.5% to 8.2%. 


s In dollars, advertising expenses 
of the five groups averaged from 
$1,080 in the “Sales to $250,000” 
bracket up to $9,750 for the “Over 


MEWA and individual members 
are cooperating in a new campaign 
to help jobbers regain a bigger 
chunk of the huge automotive af- 
termarket. The drive, built around 
a “Get It from Your Jobber” 
theme, was arranged by the Auto- 
motive Advertisers Council and 
has won the support of other in- 
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dustry groups (AA, Oct. 31). 

Individual members use most 
major media, from newspapers to 
direct mail, to contact such cus- 
tomers as independent garage op- 
erators, service stations, fleet op- 
erators, etc. Spot radio, particular- 
ly, has been used increasingly 
since the war. 


Morning TV Shows Added 


Station KFI-TV, Los Angeles, 
has added 15 hours of morning pro- 
gramming to its present schedule 
—9 to 12 noon, Monday through 
Friday. 


Jackie Robinson 
Is ABC’s 18th Co-op 


Jackie Robinson will join the 
list of ABC co-op attractions on 
Jan. 22 when he starts a series 
of 15-minute commentaries on 
sports. The show, the 18th offered 
by American for local sponsor- 
ship, will be aired at 10:30 p.m., 
EST. 

Another recent addition to the 
cooperative lineup is Ted Malone, 
who is airing a nightly 15-minute 
program. 


‘Harper's’ Appoints Two 

John McFaddin, formerly with 
the Wall Street Journal, has been 
appointed midwestern advertising 
representative for Harper's Mag- 
azine, and Warren Tomlinson, for- 
merly with United Nations World, 
has been named to Harper’s New 
York advertising staff. 


BBDO Appoinis Tufts 


Nathan Albert Tufts, former 
vice-president in charge of the 
Hollywood office of W. Earl Both- 
well Inc., has been named assist- 
ant to Wayne Tiss, vice-president 
of the Hollywood office of Bat- 
ten, Barton, Durstine & Osborn. 


Elects Buffalo Agency 
American Association of Adver- 

tising Agencies has elected Bald- 

win, Bowers & Strachan, Buffalo, 


Campbell Joins WACE 


Gay Campbell has joined Sta- 
tion WACE, Chicopee, Mass., as a 
copywriter. 


SURE-FIRE RADIO PREMIUM 
FOR FEBRUARY 


Famous “Rainbow Mixture’’—1 
doz. exciting gladiola bulbs—has 
terrific pulling power. A natural 
for radio as 25c self-liquidating 
premium. We can handle 100,000 
dozen or more. Use our address; 
we do everything; send box tops 
to you. BULB-OF-THE-MONTH 
CLUB, 418 S. Market St., Chicago 
7. WEb. 9-2604. 
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The Central Farm Products Co. gives farmers a quick, close out- 
let for soybeans, grain and milk. 
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Picture of 1 a Successful “Farming” Town 


TRENT ON, MO. 


Farming is big business here. 


Trenton is lucky—it’s located in north central Missouri, 
in one of the most fertile farming areas in the country! ee 


As Trenton people see it, every businessman is a farmer — 


A. H. Drummond, president 
of the Trenton Chamber of 
Commerce, chats with 
Chamber of Commerce 
Secretary J. R. Whan before 
the teller’s cage of the 
Trenton Trust Co., of which 
Mr. Drummond is secretary. 
He estimated that Trenton 
farm income exceeds 10 
millions yearly and that 
over 90% of all deposits in 
Trenton banks come directly 
or indirectly from farming! 


MISSOURI RURALIST 


Published by CAPPER PUBLICATIONS 


- Editorial Office, FAYETTE, 


MO. Business Office, 


race aise ge eee. meget hes, 


at ee. 


Here, as elsewhere in Missouri, the Missouri Ruralist is 
the farmer’s standby for latest farm information. Trenton 
businessmen recognize this influence. They know the 
Missouri Ruralist’s strong, honest editorial policy makes 
readers believe ... and act! They also know this influence 
carries over to advertising—and that brands advertised 
in Missouri Ruralist move faster from their shelves 
and counters. 


When you want to cover Missouri, remember this extra 
influence you get with Missouri Ruralist. You can count 
on an audience that is willing to listen... believe .. . 
and BUY. 


| Missoy Uri R 


+t, 


and every farmer is a businessman! Farm problems are 
uppermost in town planning: for the last 2 years, the 
Chamber of Commerce has sponsored a “Balanced Farm 
Ring” to promote soil conservation. 
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Along the Media Path 


e American Broadcasting Co. is 
offering TV set manufacturers a 
“tailor-made” radio network cov- 
ering the 57 cities where video 
stations are now in operation. 

The network extended the bid 
to set makers, and their agencies, 
in a letter which pointed out that 
within a 40-mile radius of TV 
cities there are 3,025,000 video 
homes and 22,912,880 radio homes. 
Reasoning that most viewers of 
telecasts already own sets, ABC 
suggested its special 57-station ra- 


dio hookup as the ideal way of 
reaching 19,887,880 (radio homes 
without television) good prospects. 


e@ School officials are enthusiastic 
in praising the Hartford Times for 
a series of “Current Affairs” film- 
strips it has started providing for 
poosne- use. The first two (all are 
produced by Wayne University and 


| 
are accompanied by teachers 


guides) covered the United Na- 
tions work and the Marshall Plan. 
Six more filmstrips will be dis- 
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An ad in “'R. E." 
is an ad 
“going to work"’ 


sme 


Put your sales message in working 
clothes . . . send it where hard hitting 
advertising really pays off . . . to the 
Original Equipment Manufacturers in 
refrigeration and air conditioning. Re- 
frigerating Engineering reaches more 
“executive engineers” in these plants 
than any other publication in the field. 

These “executive engineer” readers 
are the men who buy raw materials, 
components and assemblies by the 
carload for this $2,500,000,000 market. 
They’re the big volume buyers you 
must sell to sell this big volume market. 


Wont helpful facts on the sales po- 
tential of your product in the refriger- 
ation and air conditioning market? 
We'll be glad to brief your sales 
department. 


Refrigerating Engineering 


Published by 
The American Society 
of Refrigerating Engineers 


40 W. 40th St. 


y/ Established 1922 


New York 18, N. Y. 


tributed, one each month, to 
schools of the Hartford area. 
Working with the high schools 
and other secondary schools, the 
Times also plans to sponsor a 
Hartford Science Fair next spring. 


e Almost three-fourths of the 
readers of The New York Certi- 
fied Public Accountant influence 
the purchasing of equipment, sup- 
plies and services by their busi- 
ness men clients, according to a 
study issued by the monthly ac- 
counting magazine. 


e The 1948-49 extra-curricular ac- 
tivities of the “Big Aggie” station, 
WNAX, Yankton, S. D.-Sioux City, 
Ia., are pointed up in a new folder, 
“Grass Roots Radio,” issued by The 
Katz Agency. The eight-page book- 
let shows how these activities help 
the station build a personal rela- 
tionship between itself and _ its 


HONORED—Capt. Eddie Rickenbacker, president of Eastern Airlines, holds the “1949 

Conservation Award” presented by Gen. F. Trubee Davison (center), president of 

the American Museum of Natural History, Dec. 2 at a cocktail and buffet supper 

party at the museum. Gov. Fuller Warren of Florida (left), Arthur Godfrey, radio and 

television personality, and Walter F. Taylor, president and publisher of Sports 
Afield, sponsor of the award, watch the presentation. 


hearing often this month. The | tending a Cleveland sales clinic. 
statewide project, fostered by Carl; All stations were provided with 


five-state rural audience. 


e “Give a Radio for Christmas” 
is a gift suggestion Ohioans are 


Broadcasters, 


George, WGAR, Cleveland, presi- 
dent of the Ohio Association of 


adopted by station executives at- 


drive. 
unanimousiy 
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in RET AILING pay! 


THE MATIONAL BUSINESS DALY COVERING: 


FLOOR COVERINGS + CHINA & GLASS + GIFTS & DECORATIVE ACCESSORIES - 


Pe | MAJOR APPLIANCES + RADIOS, PHONOGRAPHS, RECORDS - TELEVISION 


FURNITURE & BEDDING + UPHOLSTERY FABRICS - CURTAINS & DRAPERIES 


LAMPS & LIGHTING + HOUSEWARES 


@ When station WTTV went on the air (it 
was the second in the state) Bloomington, 
Indiana (population 20,000) became the 
smallest city in the country with its own 
Television station. Not included in the pop- 
ulation figure is the Indiana University en- 
rollment, a bonus of 13,000. 

It was the culmination of two years of 
diligent pioneering in a new field. With the 
exception of two projectors, all equipment 
—including transmitters—was built by the 
staff of WTTV engineers. And, at only a 
fraction of the cost of other TV operations! 

And, what kind of programs do they put 
out? For the most part, they’re LIVE talent. 
They frown on the canned stuff at WTTV. 
They draw from the talent—and there’s lots 
of it—at Indiana University in Blooming- 
ton. They use hometown folks on the air 


frequently, for here in Bloomington, every- 


body knows everybody else. They like to 


aa read on 
a Day. 


Represented Nationally by 
WILLIAM G. RAMBEAU CO. 


360 N. Michigan Avenue, Chicago 


LET OUR NATIONAL REPS. GIVE YOU THE COMPLETE STORY LN 


Owned and Operated by Sarkes and Mary Tarzian 


see their friends, relatives and associates 
on the air. WTTV programs are intimate, 
“folksy” and somewhat like a small town 
newspaper, as compared to a metropolitan 
daily. 

WTTYV goes in heavily for sports, and this 
season is televising a// of the home basket- 
ball games of Bloomington’s two high 
schools. Many sports, musical and dramatic 
programs come directly from the I.U. cam- 
pus. Newscasts and some commercials are 
done LIVE, while other presentations—us- 
ing local talent—have included everything 
from Canasta lessons to Cartoon lessons. 

And, it’s going over BIG! All of Bloom- 
ington is proud of its TV station, for when 
WTTV went on the air, there were only 83 
stations in the nation. 

Station WTTV isa sister station of WTT> 
—wihich in less than a year on the air—has 


become the leading AM station in the arez. 


WITV 


diana’s Second 
Station. 


National Representatives 
BARNARD & THOMPSON, !!!C 
299 Madison Avenue, New Y rk 
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oth have new records to shoot at: 

The Times’ 288-page issue of 
Sunday, Dec. 4, set a new peak 
in advertising volume with a total 
of 508,602 lines—and 72,000 lines 
was omitted because of mechanical 
imitations. Included were a 112- 
yage main news section, 80-page 
Vew York Times Magazine, 64- 
yage Christmas book issue and 32- 
»age winter vacation section. 

The News of Sunday, Nov. 27, 
set an all-time record of 310,939 
lines of advertising. Total b&w 
pages ranged from 160 in Newark 
to 248 in Queens. 


e Other dailies report these new 
peaks: 

The Chicago Sun-Times, ten 
days after it published its biggest 
Thanksgiving and daily issue of 
128 pages, issued its largest Sun- 
day edition, 180 pages, for Dec. 4. 

On the same day, the New Haven 
tegister published a 120-page is- 
sue, its largest Sunday newspaper. 
The edition included a 24-page 
Christmas gift section in color. 

The Des Moines Register and 
Tribune, which have been pub- 
lishing insurance supplements an- 
nually for 35 years, brought out 
their largest edition Nov. 23, a 
56-page tabloid supplement carry- 
ing 34,146 lines of advertising from 
238 accounts. 


e The New York Times has re- 
printed in booklet form, with ac- 
companying charts, the talk which 
its director of foreign business 
promotion, Dr. Eric W. Stoetzner, 
made last fall before trade and 
advertising groups in ten European 
countries. It tells Europeans “How 
to Get a Larger Share of the Am- 
erican Business Dollar,” and 
stresses that advertisers abroad 
must make increased use of U. S. 
price, product and market re- 
search methods. 


e “Depression proof” Green Bay, 
Wis., has what it takes to make 
an ideal test market, the Press- 
Gazette boasts in a new brochure. 
Data are included to prove that the 
daily serves a highly concentrated, 
cosmopolitan population. 


e KXOK and KXOK-FM, St. 
Louis Star-Times stations, have 
purchased from KWK the radio 
tower atop the Boatmen’s Bank 
Bldg., along with a transmitter 


( Advertisement) 


Named by Cleveland Firm 


id R. Linebaugh has been ap- 
ted assistant to the president of 

F. C. Russell Co., Cleveland, man- 
turer of combination windows, 
mal venetian-type awnings and jal- 
+. es. Mr. Linebaugh says, “Reading 
' Wall Street Journal keeps me up- 
‘o ate on the developments and trends 
Wn ousiness and industry—a very de- 
‘ -d help in forecasting and plan- 
nt 4.” Advertisers, who sell to business 
, depend upon The Journal to sell 
heir advertising directly to 236,110 
ve business men readers daily. You, 
can get more for your advertising 
irs in the Only National Business 
y. 


i mis 


abe 
Ses 4 


idvertising Age, December 19, 1949: 


and equipment. C. L. Thomas, gen- 
eral manager of the stations, said 
the tower, 574 feet above street 
level, also will be used for tele- 
vision transmission when FCC 
approves a pending application. 


e In a tie-up with Sylvania Elec- 
tric Products, two Buffalo news- 
papers, the Courier-Express and 
Polish-language Everybody’s, are 
offering free television sets to spur 
donations in a Christmas fund 
drive for the needy. 


BBDO Appoints Hilliard Marks} Atlanta. This is a new service to 
help advertisers with point of pur- 
chase displays. 


American Silver Adds McKaig 


Batten, Barton, Durstine & Os- 
born has appointed Hilliard Marks, 
producer of the CBS Jack Benny 
show, as head of the agency’s West 
Coast television production, super- 
visor of Hollywood video shows, 
coordinator of Hollywood and New 
York TV activities and a member 
of the agency’s television plans 
board. 


WCON Appoints Carter 


a... ae Carter has been named | Hamilton, Bermuda, has appointed 
merchandising manager of WCON, | Hewitt, Ogilvy, Benson & Mather, ; 


sales and service staff of the gold 
filled division of American Silver 
Co., making his headquarters in 
the Providence office. 


Switches to Hewitt Agency 


Robert F. McKaig has joined the 


New York, to handle advertising 


and promotion for the Castle Har- 
bour and St. George Hotels, in 
newspapers and magazines. Need- 
ham & Grohmann formerly had 
the account. 


Bermuda Development Co., 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co. tnc 


4,500,000 male readers—gives you a big man market 
and the best prospects for any man-bought product. 


The Popular Mechanics market—one out of every 12 
men in America—is too big to pass up for any advertis- 


ing program aimed at men. 


But that’s just half the story. These men are your best 
prospects. Because they are hungry for facts and infor- 
mation, they read ads deliberately. Because they are 
open-minded and looking for ideas, they’re more respon- 
sive to advertising. Because they naturally accumulate 
ideas and information, they are consulted by their neigh- 


bors on what to buy. 


Don’t miss this big man market 


market... this best man marke~ 


this influential man 


OPULAR 


Sell the BEST man in every dozen @ Reach the P, M,. MIND 


MECHANICS 
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He 


AGE’s 
Results? 


heard from the 
TOP BRASS, themselves! — 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
“Advertising Market Place.” 


He says: 
ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 


He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


“I can’t recommend 


No. 3460. Crossley Studies Truck 
Ownership and Maintenance. 


Made for Time by Crossley Inc., 
this “Survey Covering the Owner- 
ship, Operation and Maintenance 
of All the Trucks in Kalamazoo, 
Michigan,” provides extremely de- 
tailed data on trucks in a typical 
commercial city. Fifty pages of 
charts and tables break down ques- 
tions relating to ownership, use 
and maintenance, past purchases, 
intended purchases, and prefer- 
ences as to make, body type, ca- 
pacity, etc. 


No. 3461. How Brand Name Foods 
Are Selling in Canada. 


This is a report on brand pref- 
erences of Canadians in 27 differ- 
ent categories covering canned 
9800ds, cooked meat and fish, baby 
food, dog food, frozen food, table 
spreads and sauces, margarine, 
spaghetti and sauces, etc. Identified 

“Reader Advisory Board Sur- 
vey No. 10, Part 2,” this is an- 
other of the studies conducted by 
Gruneau Research Ltd., for the 
Canadian Home Journal. 


No. 3462. New Polk Consumer 
Survey of Spokane. 

Here are the 1949 figures on 
buying habits and intentions in the 
Spokane market covering—by 
brand name—foods and beverages, 
soaps and cleaners, drugs and toi- 
letries, homes and equipment, 
automobiles, cigarets, etc. One 
hundred and forty seven different 
categories of consumer products are 
studied as to use, preference, and 
dealer distribution, plus trends 
since 1947. This “R. L. Polk & Co. 
1949 Consumer Analysis of the 
Spokane Market” is sponsored and 
published by The Spokesman Re- 
view and Spokane Daily Chron- 
icle. 


No. 3463. Quick, Up-to-Date Fig- 
ures for Greenville, S. C. 


With ABC city zone population 


now at 103,791 the Greenville 
News & Piedmont offers a “minia- 
ture presentation,” called “The 
New Greenville,” providing quick 
facts and figures about the market 
—retail sales, family income, auto 
registrations, etc. 


No. 3464. Grocery Route List for 
Long Beach, Cal. 


“Grocers of Greater Long Beach” 
is the title of a new route list of- 
fered by the Long Beach Press- 
Telegram. The booklet gives name, 
address, volume classification, and 
buyers for 900 food stores of Long 
Beach and principal towns in the 
trading area. 


No. 3465. Radio Values on the 
“Golden Coast.” 


Describing Beaumont, Tex., and 
the “Golden Coast” area, KFDM 
offers a new station-market book 
which covers the station’s services, 
its Hooper measurement, and cur- 
rent statistics on this rapidly de- 
veloping Gulf Coast area. Maps, 
illustrations, and statistics round 
out the book, interestingly entitled, 
“The White House Became a Re- 
ality Instead of a Dream.” 


No. 3466. Latest Data for Clarks- 
ville, Tenn. 


The Clarksville Leaf-Chronicle 
has prepared a new standard mar- 
ket & media data folder for Clarks- 
ville, Tenn., in conformity with 
the ANPA forms. A new media 
data sheet is included. 


No. 3474. Actual Figures on Radio 
Cost-per-Order. 


WDAY, Fargo, N. D., has a 
folder, “Please Look at These Fig- 
gers,” in which actual costs per 
order on two Perfex and two 
Glosstex offers are compared with 
costs on 25 to 30 other stations and 
14 newspapers. Kilocycles, watts, 
and costs per order are conven- 
iently and revealingly tabulated. 


Note: Inquiries for items listed above will not be serviced beyond Jan. 30. 


i 

| Readers Service Dept., 
} 100 E. Ohio St., Chicago 11, Il. 
I 


ADDRESS 
CITY & ZONE 


ADVERTISING AGE 


| Please send me the following (insert number of each item wanted) 
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USE COUPON TO OBTAIN INFORMATION 


or cord discounts 


HELP WANTED 


on hujsiole insertions ond space. av 5 


inches apply on “displey 


POSITIONS WANTED 


SEASON’S GREETINGS 
We wish you success and happiness 
in the New Year 
The following opportunities 
are now available: 


Ass’t Copy Dir... Versatile... $12,000+ 
Pub. Rel-Publicity, Agency.... 10,000 
Copy Contact, Farm Exp...... 9,000 
Copywriter, Farm Impl, Exp... . 8,000 
Cire. Mgr. Newstand & Sub. Exp. . Open 
Cire. Mgr. Sub. Direct Mail Exp. . Open 
Copy Chief, Major Agcy. Exp.... Open 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 


185 N. Wabash Fr. 2-0115 Chicago 


NEW YORK DISTRICT SALES MANAGER 
Starting at about $12,000 with at least 
$20,000 attainable potential. Publication 
is recoguized leader in its industry and 
in its 27th year. Only men with proved 
productive space selling record should 
reply giving full details in first letter. 


Technical publication experience would 
be helpful. Our own organization knows 
of this adv. 


Box 2830, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ti. 


“ADVERTISING DISPLAY 
SALESMEN—AGENTS—BROKERS 
who are now contacting top national ad- 
vertising executives on a_ self-financing 
basis. Add $10—$15,000 to your annual 
earnings. Exclusive sales franchises now 
available in protected territories for 
America’s leading custom portable neon 
dealer signs. Now in large volume use by 
leading national advertisers. Frequent 
repeat sales. Liberal straight commis- 
sions paid promptly by reputable, old es- 
tablished Chicago manufacturer. Leads 
furnished from advertising in your terri- 
tory. Sketches, samples prepared for “hot” 
prospects. Write in confidence, giving 
full particulars as to background, pre- 
sent activities, territory covered, etc. 
Box 2838, ADVERTISING AGE 
100 E. Ohio St., Chicago’ 11, Il. 


SALESMAN N with advertising knowledge. 
AAI1 rated manufacturer of special equip- 
ment used widely by department stores 
seeks young men 25 to 30 for training and 
territorial assignments. Must be capable 
of selling on high level. Can earn over 
$10,000 annually. Opportunity to graduate 
into major executive positions. Salary 
and commissions. Must own car and travel 
extensively. Applicants will be inter- 
viewed in Chicago and New York. Write 
complete details about yourself. Enclose 
recent snapshot. 

Box 2839, ADVERTISING AGE 

__ 100 E. Ohio St., Chicago 11, Il. 


MAJOR AIRLINE HAS OPENING FOR 
ADVERTISING COPYWRITER IN CHI- 
cago. Young man, 25-30, with college edu- 
cation and some experience in copywriting 
and related phases of advertising. Give 
complete details in reply. 

Box 2841, ADVERTISING AGE 

100 E. Ohio St., Chicago’ 11, Il. 


Looking for a man or woman to help ‘me 
run my small television agency. Should 
have knowledge of advertising and mer- 
chandising as well as administration and 
agency accounting. Write very complete 
letter. All replies confidential. 

Box 2842, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING AND PROMOTION MAN: 
Work entails dealer and consumer direct- 
by-mail; newspaper advertising; layout 
and copy; authoring Company House Or- 
gan; Public Relations. 


Hardware and Building Materials line. Po- 
sition offers stability and opportunity 
for advancement. Offices in Memphis, 
Tennessee. State qualifications, experi- 
ence, salary requirements. Write 

Box 2843, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Well-known consumer medium wants to 
add a seasoned salesman to its national 
staff in Chicago. Must have strong selling 
background in media, have understanding 
of food merchandising. Age 38 to 50. Sal- 
ary plus commission. 
Box 2850, ADVERTISING AGE 
11 E. 47th Street, New York Bee Be 


‘ADVERTISING & PUBL ISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 7-2063 Chicago 


DO YOU KNOW A MAN 
WHO: 


¢ Loves and is able to create effective 
sales promotion 

* Is young and inquisitive 

« Knows production 

« Likes modern layout and type 

* Knows what salesmen need to sell 
with 

* Can initiate a sound promotion plan, 
then produce it 

* Can take guidance but think inde- 
pendently 

¢ Is strong on sales presentations 

* Is congenial and a tremendous worker 

¢ Wants to build his future with an 
outstanding New York publisher of 
business magazines 


Have him write the necessary details to, 
or phone John G. Belcher, V. P., Reinhold 
Publishing Corp., 330 West 42 Street, 
New York 18, N. Y. 


Advertising—Sales Promotion—Sales 
Competent creative man with vision and 
many capabilities. 9 years experience 
printer, agency and free lance side—1ll 
years with major manufacturers. Know 
food, fashion, sporting goods, horticul- 
tural, appliance and industria! fields. All 
phases of advertising and _ selling—in 
field and administrative. Good appear- 
ance—friendly—university man—married. 
$10,000 minimum. 

Box 2848, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Missouri Journ. grad, major in adv.; $ re- 
tail, dir., national, radio, typography. 
Supplementary courses in Marketing. 
Seeks job with daily, magazine or agency. 
Age 23, married. Write R. L. Rushevsky, 
211 Ss. 8th St., Columbia, Missouri 


‘WILL TRADE! 
2 years experience in all phases of cat- 
alog and other direct mail advertising, 
and college degree for a new jcb—one 
with a future. I am 22 and unmarried. 
Box 2836, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


2IN1 
Copywriter-Photographer: Sales Promo- 
tion, House Organs, Publicity, Ads, Field 
Reporting. 4-A Agency exp. Wants opp. 
with manufacturer. Age 33. $5500 to $6000. 
Box 2837, ADVERTISING AGE 
__100 E. Ohio St., Chicago 11, Til. 


TRADE JOURNAL EDITOR and pub- 
lisher’s assistant, knows advertising 
and promotion. Seeks editorial position 
on trade magazine, or in publicity de- 
partment of advertising agency, or manu- 
facturer. 

Box 2840, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


TWO FOR ONE BUY 
The Idea and the Man 

An Oil company or Ad agency interested 
in oil accounts can have both for the price 
of a job. The Idea is real good—The Man 
a capable and willing worker, experienced 
in oil and aviation advertising. Not a 
bargain but an honest deal. 

Box 2845, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

YOUR NEW DOUBLE-THREAT MAN 

Ad and P.R. man with 12 years experience 
in major phases of Public Relations and 
Advertising work, would like to change to 
an agency with a future, Pacific Coast or 
Florida preferred. Single, 30, personable, 
outstanding references. Have several blue 
ribbon clients. Now with LA agency. 

Box 2846, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


- MEDIUM-SIZE AGENCY 

OR FOOD MANUFACTURER ® 
Aggressive, creative young man, age 30, 
now employed as Assistant Advertising 
Manager by large food manufacturing firm, 
marketing nationally advertised brands 
seeks position with opportunity to more 
fully utilize creative and administrative 
abilities. Over seven years experience 
with grocery products. Present position 
covers product development, marketing 
strategy and planning, market selection, 
media selection, copy, consumer research, 
merchandising and practical field work 
with retail sales force. Add experience 
in layout and designing of packages, 
labels, point-of-sale, outdoor, sales and 
consumer promotion materials; plus 
development and purchase of premiums, 
both trade and consumer; not to overlook 
previous experience in graphic arts both 
as buyer of printing, and have actually 
rendered designs and layouts. Married. 
Prefer New York area. Resume available. 
Box 2847, ADVERTISING AGE 
100 E. E. Ohio St., Chicago 11, Il. 


~ SAN “FRANCISCO 
OR MINNEAPOLIS 
This advertising and merchandising man 
would be interested in leaving an execu- 
tive position with a top 4-A agency in 
Chicago for the advantages of living on 
the West Coast or in Minneapolis. Would 
consider industry as weil as agency of- 
fer. Marketing and contest background 
heavy in national and regional foods. In 
early thirties, married. Complete resume 
of personal and business background at 
your request. 
Box 2849, ADVERTISING AGE 
_100 E. Ohio St., Chicago 11, Tl. 


REPRESENTATIVE WANTED 


SPACE SALESMAN wanted. A rare op- 
portunity for young man ambitious to get 
ahead. Western publisher of trade papers 
wants man to spend several months trying 
out for big job in organization. Must 
have real initiative, willing start small 
salary. Some experience helpful but un- 
necessary. If you are not the man, please 
pass word along to an interested friend. 
Reply at once for early interview to 
Box 2844, ADVERTISING AGE 
ll E. 47th St., New York 17, N. Y Y. 


REPRE SENTATIVE. AVAILABLE 


Experienced fifteen years, space sales- 
man wants one or two established trade 
or consumer publications for West Coast 
representation. Philip J. Hackett, 3820 
Scott Street, San Francisco, Calif. 
MISCELLANEOUS 


FINE AGRICULTURAL ART 


Write for folder of stock illustrations. 
John Andrews 1504 Dodge, Omaha, Neb. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 


WILL GET RESULTS 
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wg Linotype Brushes 
Off ‘Best’ Photo. 
Composing Unit 


Company’s Own Machinz 
Beats Rivals, Reed Says; 
May Never Reach Marke: 


NEw YorK—Mergenthaler Lino 
type Co. has developed a good 
practical photo-composing machin 
but “whether it will ever be of. 
fered to the trade is problemati 
cal,” Martin M. Reed, president, 
declared last week. 

Mr. Reed, devcting considerab‘ 
space in the company’s 1949 an- 
nual report to research develop- 
ments in the graphic arts field, 
said Linotype’s test machine has 
been operating efficiently in its re- 
search laboratories for some time, 
and does a competent job. 

“Our research engineers are con- 
vinced that it is a better machine 
than any of the announced photo- 
composing devices now in opera- 
tion,” Mr. Reed told stockholders in 
the report. “However,” he added, 
“this machine is merely one pro- 
duct of more extensive research 
projects and, like the other photo- 
composing machines announced in 
récent years, it is not the ultimate 
in photo-composing devices now 
in operation.” 


s High operating costs set the re- 
search pot boiling and new de- 
vices have been offered the graph- 
ic arts industry each year since 
the war, but, said Mr. Reed, “your 
company is not yet convinced that 
the solution to printing cost prob- 
lems will be found in the field of 
photo-composition.” 

Two years ago, the Linotype 
president declared, some people 
said that a typewriter producing 
composed, justified lines of type- 
written material (which is then 
photographed) “was the answer to 
all composition cost problems in 
the industry.” 

“Yet, after having been used 
exclusively for almost two years 
in the struck Chicago newspapers, 
these typewriters were immedi- 
ately discarded when the strike 
was settled a few months ago,” 
he added. 


a Photo-composing machines, he 
said, still have these disadvan- 
tages: Making corrections is still 
difficult; obtaining usable proofs 
is not a simple, inexpensive pro- 
cedure; makeup is not an eas) 
task, and the “most serious de 
ficiency,” as far as newspaper anc 
general printing activities are con 
cerned, is the process of gettin: 
the photographed material fro: 
film to a printing plate or oth« 
printed surface. 

During the past year, Mr. Ree! 
said, substantial progress has bee 
made in simplification of the Linc - 
type, and in increasing its vers: - 
tility and efficiency. “That wo: 
will go on unabated,” he promise: , 
“although today there is no nev 
composing device, photographic ‘! 
otherwise, that can compete wi!) 
the Linotype on the simple groun s 
of economical and versatile oper: - 
tion.” 

Today’s Linotype, he said, hs 
a potential productive capaci ) 
double that being obtained from !' 
in actual normal operation in m<: st 
metropolitan areas. The operati 1s 
costs problem is aggravated not ») 
machines, he pointed out, but »y 
a shorter work week and dim: }- 
ished output. 

w Linotype’s research effort is ‘ 1¢ 
most extensive and intensive 
the company’s history, he add 4, 
and when products are proved « 14 
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The Ohio ® Company 
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‘EARN AND GROW’—The Ohio Co., Co- 
lumbus investment company, is using a 
series of department store type ads in 
local daily and Sunday newspapers and 
in dailies of other central Ohio cities 
where branch offices cre located. In this 
ad six securities are suggested, with a 
poragraph about each company and 
price of stock or bond. 


there is still a backlog of deferred 
need for new capital equipment, 


printing business in most sections 
of the country “remains good,” al- 
though it is below abnormal peaks 
of recent years; and that Linotype’s 


ended Sept. 30 totaled $23,124,530, 
while net income amounted to $3,- 
354,103. 


Roger Owsley Retires 
from Arandell Litho 


president of Arandell Litho Corp., 
Milwaukee. F. Edward Treis and 
W. F. Engelhardt, 
ployes, have purchased Mr. Ows- 
ley’s interest in the company and 
have taken over management. 


treasurer and Mr. Engelhardt, ex- 
ecutive vice-president and secre- 
tary. Other officers are Ernest F. 
Riedelbach, 
Robert B. Crane, assistant treas- 
urer, 


Joins MacManus, John & Adams 


Chevrolet 


Linotype’s warranty. that they will 
perform assigned, definite func- 
tions efficiently. 

Commenting on the year ahead, 
Mr. Reed said Linotype believes 


including Linotypes; that the 


1950 business should be substantial 
in volume, though below ’49 sales. 
Linotype’s net sales for the year 


Roger F. Owsley has retired as 


former em- 


Mr. Treis becomes president and 


vice-president, and 


C. K. Patrick, formerly with the 
dealer service depart- 
ment of Campbell-Ewald Co., has 
joined MacManus, John & Adams, 
Detroit, as a member of the new 
dealer service department which 
acts as advertising counsel to 
Pontiac dealers in metropolitan 


in the basic source 
OF MARKET INFORMATION 


«Indusirial Marketing’s 
(DUSTRIAL MARKET DATA BOOK 


~ 


Schulte Names Baker Agency 


D. A. Schulte Inc., New York, 
cigar store chain, has appointed 
Lynn Baker Inc. to handle adver- 
tising of pipes and tobacco, men’s 
haberdashery, and women’s fash- 
ion accessories divisions. News- 
papers will be used. The account 
formerly was placed direct. 


Melamed-Hobbs Names Matson 


Rosser H. Matson has been ap- 
pointed manager of industrial ac- 
counts of Melamed-Hobbs, St. 
Paul. 


Recordit Names Kirsch 


Harold Kirsch Co., St. Louis, nial 
been appointed to direct the ad- 
vertising and merchandising of Re-| 
cordit Distributing Co., St. Louis, 
distributor of Olympic television 
receivers. 


Eases Salesmen’s Approach 


Facing the fact that some pros- 
pects are tough to see, Thomas A. 
Edison Inc. has sent out 50,000 
mailing pieces with the headline, 
“Are you afraid of our salesmen?” 


The message, in a chatty vein, dis- 


tgp 


leusses the subject of salesmen’s 


calls and why they are feared. It 
advises that Edison men are 
worth seeing, and efeloses a card 
so prospects can ask a salesman to 
call. Green-Brodie prepared the 
message. 


Wrigley Takes ‘Cisco Kid’ 
on Canadian Stations 

Wm. Wrigley Jr. Co. Ltd., 
through J. Walter Thompson Co., 
Toronto, following a 13-week test 
has signed to sponsor a half-hour 
adventure series, “The Cisco Kid,” 


49 


starting in January. 

Tentatively scheduled for 22 sta- 
tions, the program will be heard 
twice each week in the larger mar- 
kets and once a week in others. 


You Can Sell PREMIUMS 


T° this 20-Million-Dollars-a-Year Market. 
newspapers, magazines, farm papers and period- 
icals buy over 20-million do 


lation-promotion prizes and mgr eo a ear. 
Circulation Management—the only circulation trade 
key to this market. Let us tell 


journal—is YOUR 
you about it. 
Circulation CIRCULATION 
Management 


MANAGEMENT 
53 W. Jackson Bivd. 
Chicago 4, Ill. 


Christmas 1949 


his Christmas, let us give thanks to 


God, who guides our destiny, for the 


press, free ballot, free schools and free enteprise. 


ese As We pav homage to the birth of Christ in our 


churches and in our homes, around the festive board 


and Christmas tree, let us so value these privileges 


that te mau ever be on the alert to defend our free- 


dom against turannu. sss Let us by our actions 


and deeds give succor and courage to those less 


fortunate people who suffer from aggression and 


oppression. sss Let us prav that America forever 


je 


© 1949, |.P.Co, 


INTERNATIONAL PAPER COMPANY 


stand a Christian bulwark before all the world. ss 
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New York Office Opened 


United Productions of America, 
Burbank, Cal., TV and industrial 
film producer and film animation 
specialist, has opened New York 
offices at 208 E. 72nd St. Edward 
L. Gershmann, vice-president and 
business manager, has been ap- 
pointed office manager. 


Drake America to LeQuatte 


Drake America Corp., interna- 
tional trading concern, New York, 
has appointed H. B. LeQuatte Inc., 
New York, to direct advertising of 
its food and candy division. The 
company now is testing copy for 
Rowntree brand chocolates. 


Philadelphia Gimbel 
Store Finds Rhyme 


Draws Housewives 


PHILADELPHIA—Gimbel Brothers 
has discovered that not only is the 
housewife interested in rhyming 
ads—but results are much better. 

The store here tried that on Dec. 
8 with a full-page ad for the gad- 
get department, showing 24 dif- 
ferent items. The ad was headlined 
“Gimbels... World’s Champion 
Wife-Savers.” 

Each product was illlustrated in 


@ WHOLE BUFFALO MARKET 


@ Sell the News readers 


@ and you sell the 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH CO. 


National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


COLOR PROCESS - HALFTONE -ZINC 


JAHN & OLLIER 


ENGRAVING COMPANY 


817 W. WASHINGTON BLVD, CHICAGO 7, ILLINOIS - MOnroe 6-7080 


PRINTING PLATES 


individual panels, and in place of 
the usual glowing copy and lengthy 
department store adjectives were 
simple little four-line jingles to 
tickle the reader. 

Examples: 
“Carrots, cabbage for a slaw, 
Neatly shaved—without a flaw, 
Anything you want to grate, 
Mouli does the job you hate!” 


“Morning coffee? Simple story, 
When you use electric Cory, 
Why does Cory hit the spot? 
Cooks it, stops and keeps it hot!"’ 


Although the ad was designed 
chiefly for institutional purposes, 
response was “amazing.” 


Oeschner Joins R&R 


Martin Oeschner, who formerly 
directed editorial and advertising 
promotion for Collier’s, has joined 
the Cincinnati office of Ruthrauff 
& Ryan as an account executive. 


Greenwood Moves Offices 


D. A. Greenwood Advertising 
Agency, Cicero, Ill., has moved its 
offices to 5946 W. Cermak Rad., 
Cicero 50. 


a. 
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‘Parents’ Magazine’ 
Ad Revenue Exceeds 
$4,000,000 for ‘49 


New YorK—Advertising revenue 
of Parents’ Magazine for 1949 kept 
above the $4,000,000 mark for the 
third successive year, the maga- 
zine shows in its latest “Annual 
Report to Advertisers.” 

Actual revenue totaled $4,081,- 
832, Parents’ reports, while net 
paid circulation exceeded 1,200,000 
copies monthly. The magazine, es- 
tablished by Parents Institute Inc. 
in 1928, first hit the $1,000,000 
revenue mark in 1937. Annual ad 
revenue soared over $3,500,000 in 
45 and last year hit a peak of $4,- 
250,000. 

During 1949, the report indicates, 
680 advertisers used space in Par- 
ents’ Magazine, and these same ad- 
vertisers have run a total of 18,878 
advertisements during the 23 years 
Parents’ has been published. In the 
specialized camp and school fields, 


a total of 469 advertisers use 
space during the year. 

The report lists all advertise:s 
and their products in major cate- 
gories, as well as the number </{ 
years they have used space in 
Parents’. Also included are repor s 
on use of the magazine’s commer - 
dation seal; the first observance »f 
“Children’s Day” last Oct. 15, 
which was launched and sponsored 
by the magazine; and group stucy 
programs for mothers’ clubs and 
Parent-Teacher Associations. 


Barent Meier Joins RCA 


Barent S. Meier, formerly wi h 
the Standard Times, New Bedford, 
Mass., and the Republican, Water- 
bury, Conn., has joined the promo- 
tion staff of the Radio Corporation 
of America, New York. 


Ehlert Joins Glenn, Jordan 


A. A. Ehlert, formerly controller 
of Weco Products Co., Chicago, 
has been appointed controller and 
office manager of Glenn, Jordan, 
Stoetzel (formerly Evans Associ- 
ates Co.), Chicago. 
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APPLIANCES 
DEALER'S NAME 


* Trademark Reg. U. S. Pat. Off. 


** Proved by actual audited research 


audited research 


*** Sales increase 14.6% —proved by actual 


QUALITY PRODUCTS FOR OVER 
A QUARTER CENTURY 


HERE'S THE EVIDENCE 
that _Zrtkro fe’ Dealer and Store Front Signs 


HELP YOU SELL 


THEY’RE USED BY AMERICA’S LEADING 
MERCHANDISERS, INCLUDING — 


Lowe Brothers 
== PAINTS = 


| DEALERS PANEL 


DEALER NAME 


THEY ALSO MAKE YOUR ADVERTISING 


5 TIMES As EFFECTIVE” 
Anthraft' ON A SIGN MEANS MORE 
FOR YOUR MONEY 


999/1000 perfect**, they’re built to last — continue to 


work for you years after they have paid for themselves. 


| SIGNS * 


LONG 
LIFE 


/ program. 


po Anthraft” SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 
1133 E. Kibby Street . 


Please send, without obligation, details on Artkraft* signs. 

] We are interested in a quantity of outdoor dealer neon signs 
(] We are interested in a quantity of Porcel-M-Bos'd store front sig * 
CL) Please send instructions on how to set up a successful dealer s 1° 


LEONARD — 
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Three Days 
Shalt Thou Labor... 


Monday ... Tuesday ... Wednesday, he says 


Who is this dictator with monopoly power to order 
America’s coal mines to run only three days a week’ 


President Truman? No. 

‘The Chief Executive, the top man in the government of the greetest 
country on earth. the commander in-chief of all this nation s armed forces, 
the President of the United States of America... has aeither the author- 
ity nae the power to do a! 


How complete and destructive does labor monopoly have 
to be before it’s recognized—and before “We the People” 
do something about it! 


Rasore (ae and Feat Remernien 
a8 


EYEBROWS—A group of some 18 bitum- 
inous coal operators, mostly midwestern, 
sponsored this copy in the Chicago Jour- 
nal of Commerce Dec. 8. The insertion, 
one of a series of semi-monthly ads de- 
signed to tell the coal industry story, is 
handled by the Journal through Doremus 
& Co., Chicago. 


‘Successful Farming’ 
Reports on Readers’ 
Buying for 3 Years 


Des Morines—Successful Farm- 


ing families bought 436,000 toast-_ 
prs and 560,000 refrigerators during 
he past three years, according to. 


p report just released by the re- 
earch division of Meredith Pub- 
ishing Co. 

The study was based on 1,000 
uestionnaires mailed to Success- 
il Farming subscribers and each 
having a $1 bill enclosed. This de- 
fice brought a total of 758 returns, 
r 76%. Names were selected at 
andom from each of 1,000 sub- 
‘riber-address galleys spaced 
venly over the entire galley list. 
Results are shown in percentages 
ind then projected to the maga- 
ine’s circulation of 1,244,390. 


The study is divided into four 
actions: remodeling and repair, 
ome improvement, decorating, 
nd furnishings and equipment. 
indings reveal 1,058,000 families 
1proved the exteriors of their 
omes in the past three years, and 
98,000 families plan to do so with- 
a year. 
Other findings: 1,096,000 famil- 
es have done some redecoration 
the three-year period, and 722,- 
00 plan to within a year. Since 
946, 1,183,000 have bought furn- 
shings, and another 797,000 are 
the market for them. 
During the past three years, 62,- 
10 have built a new home and 
0,000 expect to build one within 
year. 


ests D’'Orsay Perfume Copy 


Walsh Advertising Co., Montreal, 
il handle the advertising and 

promotion for Intoxication 
LeDandy perfumes, which are 
aged in France by D’Orsay. 
perfumes are marketed in 
a: ida by Herdt & Charton, Mon- 
Daily newspapers from Win- 
: to the West Coast will car- 
test campaign. 


ICO Appoints Geddes 


lliam Geddes, formerly chief 
ieer of KROP, Brawley, Cal., 
een named manager of KICO, 
xico, Cal., succeeding Jack) 
klett. 


KLX 


RS OAKLAND, CALIFORNIA 
OWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc. 


a © - 


nad 


Jan 20-21, 1950. New York State Pub- 
lishers Association, 29th annual conven- 
tion, DeWitt Clinton Hotel, Albany. 

Jan. 23-25, 1950. Newspaper Advertising 
Executives Association, annual conven- 
tion, Edgewater Beach Hotel, Chicago. 

Feb. 13-14, 1950. Inland Daily Press As- 
sociation, midwinter meeting, Congress 
Hotel, Chicago. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 


and exhibit, Point of Purchase Advertis- | 


ing Institute, Waldorf-Astoria Hotel, New 
York. 

May 14-17, 1950. National Newspaper 
Promotion Association, annual conven- 
tion, Schroeder Hotel, Milwaukee. 

May 22-23, 1950. Inland Daily Press As- 


sociation, spring meeting, Congress Hotel, 
Chicago. 

My 31-June 3, 1950. Advertising Fed- 
eration of America, 46th annual conven- 
tion, Hotel Statler, Detroit. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual confer- 
ence, Hotel Biltmore, Los Angeles. 

Sept. 18-21, 1950. Financial Public Re- 
lations Association, 35th annual conven- 
tion, Hotel Statler, Boston. 

Oct. 9-11, 1950. Central regional meet- 
ing, National Newspaper Promotion As- 
sociation, Indianapolis. 

Oct. 23-24, 1950. Inland Daily Press As- 
sociation, annual meeting, Congress Hotel, 
Chicago. 


Two Agencies Consolidate 


Frank Flesher Co. and George 
Cherry Advertising Agency, Den- 
ver, have been consolidated and 
will operate as the George Cherry 
Advertising Agency. Mr. Flesher 
will be an account executive and 
head the merchandising and mar- 
keting consultation division. 


ee eg eee 
* we ae * 
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Form Willsted & Shacter 


_ Frederick Shacter, formerly ac- 
count executive with Hirshon- 
Garfield, and Martin Willsted, pre- 
viously president of Ace Advertis- 
ing, have formed a new agency, 
Willsted & Shacter, with offices 
at 280 Madison Ave., New York. 


Glidden Promotes Forbes 
George S. Forbes has been 
named manager of the Cleveland 
industrial sales division of Glidden 
Co., succeeding Edward C. Shurt- 
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leff, who has retired after 46 years 
with the company. Mr. Forbes was 
formerly assistant to Mr. Shurt- 
leff. 


“SALES LETTERS 


Letters with “instantaneous appeal,” 
that beckon to be read, that impel 
and sell. One series 23 years old. 


“That Fellow Bott” 
5 Lee P. Bott, Jr., 64 E. Jackson, Chicage 


8x10 genuine glossy photos 


Y CHART—Size 8x10 


“=== MATIC CO. 


— | 6s Ph: WH itehall 4-2930 


in quantities 


FOR ALL PURPOSES 


Shorp. clear crisp’ Prompt Delivery! 


EAS 


PHOTO- 


_— 53-59 E. Illineis St. 
' Chicage 11, Illinois 


eT ee ee 


"he Color Controls the Traffic 


@ The importance of the proper shade of white 
in paper has long been recognized by those who buy and 
those who produce fine printing. 


Unfortunately, the eye alone cannot accurately 
gage which of many shades of white paper is best. 


Chillicothe Offset paper removes the guess work. 
It is the scientific results of many years of experimentation 


by leading offset printers. 


When the paper is right, it permits the accurate 
and vivid printing impression that means so much in 
controlling your business traffic—the flow of customers. 


THE CHILLIC 


CHILLIC 


Chillicothe Offset is white for the press—bright 


for the press—right for the press. 


CHAMOIS TEXT ° 


Maker of a distinctive line of fine papers for many uses, including 


such distinguished stocks as 


LOGAN AND ADENA OFFSET AND BOOK 


GREETING CARD PAPETERIES 


—ask us about them 


CHILLOTINTS 


OHIO 


wade We lew. tnguees ion” 


HE PAPER CO. 


HE. 
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‘Reporter’ Takes Ads; 
Names Shuman Co-Publisher 


The Reporter will accept adver- 
tising effective with its Jan. 31 is- 
sue, after ten months of operation. 
The rate is $350 for a b&w page, 
with a circulation guarantee of 25,- 
000. 

Ik Shuman, formerly executive 
editor of The New Yorker, has 
been named co-publisher of the 
Reporter. 


SAVE 80% ADVERTISING 


photo costs...with unique 
Eye Catcher service. Used by 
all types of advertisers. 100 
new, top-notch adv. photos to 
choose from every month— 
only $2.50 per photo. Write 
for FREE proofs No. 11. 


EYE*CATCHERS, 10 E. 38 St., NYC 


Vacation Plans Are 
Included in Latest 
Canada Dailies’ Data 


Toronto—The majority of Ca- 
nadians plan vacation trips, and 
close to half of them go more than 
200 miles and travel via automo- 
bile, according to the 1949 “Ca- 
nadian Consumer Survey” con- 
ducted by the Canadian Daily 
Newspapers Association. 

Vacation plans were included 
for the first time in the latest sur- 
vey, which is the third study of 
buying habits and brand prefer- 
ences made by the association. 
Previous studies were conducted 
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¥ The Zlks market 


MEN’S 


APPAREL 


In The Elks Magazine, you reach 
over 970,000 men to whom good grooming 
is both desirable and necessary. 


For 51.9% of Elks are business owners 


% are administrative and 


operating executives ... 11.6% 


are professional men. 


With a median annual combined family 
income of $5,472.33, Elks are financially 
able to buy the best in men’s apparel. 


YOU'LL SELL IT, IF YOU TELL IT IN 


MAGAZINE 


NEW YORK + CHICAGO + DETROIT + LOS ANGELES 


DAVENPORT, ROCK ISLAN 
AM vesoc. FM tom 


the No. 1 Network 


ANOTHER “FIRST” —WOC-TV— 
first TV station in the Quad-Cities... 
first in lowa! WOC-TV local pro- 
grams are viewed on nearly 4,000 
sets in the Quad-Cities . . . hundreds 
more in the 75 air-mile radius which 


reports good visual and aural recep- 
tion. NBC-TV affiliation (non-inter- 
connected) brings top network pro- 
grams to this WOC-TV audience. 
Network, national and local oa. 


tisers reach a rich industrial . . . 
ricultural area through WOC aw" 


Col. 8. J. Palmer, President 
Ernest Sanders, Manager 


DAVENPORT, IOWA 


FREE & PETERS, 


FIRST inti 


TV 


Basic Affiliate of NBC, 


D, MOLINE, EAST MOLINE 


22.9 Kw. Video, 
12.5 Kw. Audio, 
Channel 5 


ry 
MINNEAPOLIS \ ‘sg 
st. au /for—< 


QUAD.CITIES 


$T. LOUIS 
e 


INC., National Representatives 


| 


“covers 61 Canadian cities and more 


| Leases have an average length of 


in 1939 and 1947, and the latest 
survey, made last May and June, 


than 240 products from adhesive 
bandages to yeast. Most of the in- 
formation was gathered by news- 
paper carrier boys, who distrib- 
uted and picked up the question- 
naires. 

Of all urban householders ques- 
tioned, 52.9% said they planned 
to take vacations this year, and 
45.1% planned to go 200 or more 
miles from their home site. Only 
9.6% said they own a cottage of 
their own; 20.4% planned to rent 
a cottage and 19.2% said they 
would stay in a hotel. 


es Of those who answered the va- 
cation query, 44.5% said they 
would travel by automobile; trains 
led the public transportation 
means, With 27.6%, followed by 
buses, 17.2%, and airplanes, 3.5%. 

In addition to data on vacations, 
the new study includes a greater 
number of food and drug products 
and lists data in such new brackets 
as men’s and women’s clothing, 
and household supplies, such as 
sheets, blankets and paints. St. 
John’s, Nfd., was added to the list 
of cities this year. 

Copies of the consumer survey, 
at $5 each, may be obtained from 
the association at 55 University 
Ave., Toronto 1. 


Southern California 


Agencies’ Rentals, 
Office Size Studied 


Los ANGELES—‘Decentralization 
of agencies in Southern California 
is on in earnest,” reported Lee 
Ringer, Lee Ringer Advertising, 
president of the Southern Cali- 
fornia Advertising Agencies As- 
sociation, in releasing a recently 
completed survey of members. 
Fifty-four of the association’s 75 
members reported in the survey. 

Median annual rentals per square 
foot reported range from $1.71 to 
$3.04. The first figure is for out- 
lying agencies, while the latter 
covers agencies in downtown Los 
Angeles. These figures do not take 
into account the extra parking 
costs normally incurred in the 
downtown area. 

Size of agency affects rentals 
less than location. Median annual 
rental per square foot ranges 
from $1.98 for agencies billing un- 
der $100,000, to $2.83 for agencies 
billing between $1,000,000 and $2,- 
000,000. Effect of higher downtown 
rents is noticed in the amount of 
space assigned to agency personnel. 
Downtown agencies reported a me- 
dian of 156 square feet per per- 
son, as compared to 249 and 245 
square foot medians for outlying 
agencies. 


w Leases were reported by 62%, 
while 38% are on a rental basis. 


18 months to run. Not a single 
agency expects to pay a higher ren- 
tal when the current lease ex- 
pires. The number expecting to 
pay less and the number expecting 
to pay the same are equal. 

Results were released to asso- 
ciation members in detail, for 
comparison of their own facilities 
and operation with all other agen- 
| cies and in the same size bracket. 
The survey will be conducted an- 
nually hereafter. 


Tea Bureau Plans Promotion 


The Tea Bureau Inc., New York, | 
has planned an extensive campaign | 
to promote National Hot Tea Week, | 
which will be celebrated Jan. 23- | 


29. A poster, sales brochures, shelf | 
strips and newspaper mats will be 
|'used by grocers. A packer sales! 
\training program in the form of | 
breakfast meetings in 13 key cities | 
| will be used to promote the event | 
_to the trade. All media will be on | 


| the advertising schedule. | 


Advertising Age, December 19, 19.49 


One of Roger Knowlton Faweett’s birthday presents was sent by 


Gov. Earl C. Clements of Kentucky. 


While Fawcett Publications’ vice - 


president was celebrating his 40th anniversary at a New York cockta| 
party given in his honor, a telegram arrived to announce that he had bee) 
commissioned a colonel on the governor’s staff. . . 


Frank Smith, vice-president and account executive of Benton & Bowle., 


has been elected as a trustee of Packard Junior College. . 


. Bruce 


Barton, chairman of Batten, Barton, Durstine & Osborn, H. K. McCann, 
chairman of McCann-Erickson, and Stanley Resor, president of J. Walter 


ABROAD—Abbott Kimball (right), head of Abbott 
Kimball Co., and William Gillies, London associate, the 


stand at the door of the agency’s office in Golden 


Square. 


ae 


Thompson Co., have 
had plenty of practice 
signing their names 
Each has_ personally 
fixed his signature to 
1,000 letters of appeal! 
for the United Hospital! 
Fund. 

Jennings Pierce, 
western division NBC 
manager of public af- 
fairs, station relations 
and guest relations, has 
been given an exten- 
sion of leave of absence 
to help him recover 
further from the results 
of the airplane crash 
which killed _ singer 
Buddy Clark. . . 

Walter Weir, presi- 
dent of Walter Weir 
Inc., has written an ar- 
ticle, titled “Knife in 
the Heart,” that will 
cheer parents of chil- 
dren suffering from 
heart trouble. Sched- 
uled for publication in 
March issue of 
McCall’s, it’s the story 
of a successful heart 
operation which re- 


stored the health of his eight-year-old daughter, Karyn. . . 

J. Handly Wright, public relations director of Monsanto Chemical Co., 
tried in vain to refrain from mention of the Army-Navy conflict when 
introducing Gen. J. Lawton Collins at a luncheon meeting of the Public 
Relations Society of America in New York. Mr. Wright referred to 
Gen. Collins as “a graduate of the naval academy,” as the assembled p.r. 


men roared. .. 


Ira Baker, ad manager of Show Business, is the father of his first 
child, a daughter named Sherry Ellen, who was born in New York 
Mutual’s director of research, Richard J. Puff, probably is 
doubly happy over the birth of twin girls, who arrived Nov. 21 at 


Nov. 30... 


Peekskill Hospital. . . 


‘I 


i 


ANNIVERSARY CAKE—Officiating at cake cutting ceremonies during the tenth o” 
niversary party of St. Georges & Keyes in New York Dec. 2 were: Howard B ack, 
Stanley J. 
Maubert St. Georges, president; E. P. Seymour, ad manager, Woman’s Home ‘0m 


executive vice-president, 


ea 


me > & 


Time Inc.; 


a 


Keyes Jr., agency vice-presic en 


panion; and Fred Bohen, president of Meredith Publishing Co. 


Don Gussow, editor and publisher of Candy Industry, founder an 
sponsor of the gold kettle award, given annually to the Candy Indu:t! 
Man of the Year, received a gold kettle himself at a dinner give) " 
his honor Nov. 28 at the Waldorf. Percy C. Magnus, head of Magnus 
Mabee & Reynard, and a member of the Kettle committee, was t: as 


master... 


Dec. 8 brought a new tax exemption to Robert G. Grannon, acc ou" 
executive at Sive & Rosenfield, Cincinnati agency. A baby girl ar:ive 
at Christ Hospital for Mr. G. and his wife, the former Marian Muly ne! 


of Station WLW... 


Malcolm-Smith, 
Travelers Insurance Cos. . 
and Eve” 


The Hartford Players Guild, an amateur group. 
be seen this week in “Incident at the Pole,” 
assistant manager of the publicity departmer' © 
. Earlier this month a show called “Ada na" 
was presented by University of Pennsylvania studen's * 


a Christmas play by George 


Bushnell Memorial Theater in Hartford. Handling publicity for i: Ww 
Sidney A. Kaplan of the Hartford Courant’s ad department .. . 
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‘Happy Christmas’ 
to Art Directors, 


And to Copywriters 
‘Good Night!’ 


Oh, to be an Art Director 

Now that Christmas is here; 
To him come all those cases 

Of Scotch and rye and beer. 

To him come all those gifties 
Wrapped up in red and green, 
The sweetest bunch of goodies 
Copywriters have ever seen. 


To Art Directors: parties, 

With many a theater ticket. 

Don’t mind the copywriter 

Who says it isn’t cricket. 

A copywriter shouldn’t take 

That Christmas loot so hard— 

Who knows... if he is lucky 

He’ll get a client’s card. 
—KENNETH PARSONS, 

Metuchen, N. J. 


Sales Gains for 
Gas Equipment 
Shown by Poll 


New YorK—A sales increase of 
20% is expected in 1950 by gas 
appliance and equipment manu- 
facturers, according to a _ recent 
poll made among 550 members of 
the Gas Appliance Manufacturers 
Association. If realized, this will 
bring industry sales close to its 
1947-1948 all-time peak. 

To reach these goals, manufac- 
turers will intensify sales train- 
ing, improve dealers’ sales aids and 
introduce more creative selling 
techniques for dealers’ outlets and 
salesmen. Approximately 50% of 
the manufacturers polled intend to 
increase their sales forces. 

Sales of gas-fired central heat- 
ing equipment, manufacturers ex- 
pect, will be 30% above 1949. Floor 
furnaces and direct heating equip- 
ment are expected to be about 20% 
greater. Automatic water heater 
sales are also expected to make 
substantial gains. 


s Plans to increase sales forces 
vary widely among manufacturers 
This is particularly true among 
manufacturers who have recently 
entered the gas appliance and 
equipment field. Fifty-four per 
cent of the reporting manufactur- 
ers plan to increase their sales 
force by as much as 25%. New 
manufacturers, particularly those 
making gas heating equipment, in- 
dicate substantial increases, in 
some cases up to 100%. 

Extension of natural gas pipe- 
lines, increases in gas manufactur- 
ing facilities and the increasing ac- 
ceptance of gas for home heating 
are expected to help 1950 sales of 
£4s equipment. 

Manufacturers’ shipments of gas 
ranges are expected to reach 2,- 
000,000 units in 1949. While this 
i: approximately 30% below 1948, 
' is 40% above the 1936-1941 pre- 

ir average. 

Automatic gas water heater unit 

es totaled 1,350,000, compared 

th 1,500,000 in 1948. The 1949 

al is three times greater than 
‘-e prewar average. 


® The LP (bottled) gas industry 
ntinues to provide a rapidly 
wing and attractive market for 
S appliance and equipment man- 
acturers, Stanley H. Hobson, 
esident of the association, pointed 
Oat, 
“With about 5,500,000 residential | 
stomers, representing a growth | 
600% in the past ten years, LP | 
s users in 1949 purchased 24% | 
all gas ranges produced; 12% | 
all automatic gas water heaters | 
N anufactured, and similar high 


( 


percentages of other gas appliances. 
The LP gas industry provides cook- 
ing service for more rural and 
‘beyond the main’ homes than any 
other automatic fuel,” he said. 
“The 1950 proposed $750,000 LP 
gas industry promotion and adver- 
tising campaign is expected to m- 
crease the number of homes using 
LP gas and to increase the im- 
portance of this relatively new gas 
appliance and equipment market.” 


‘Liberty’ Lowers Rates 


Liberty, which recently an- 
nounced a rate of $2,400 for a bkw 
page, will drop this to $1,900 effec- 
tive with the February issue. The 
magazine’s circulation guarantee, 
formerly 1,000,000, now becomes 
750,000. 


Plugs Kosher Chicken Soups 


B. Manischewitz Co., New York, 
will launch a drive promoting its 
kosher chicken soups in leading 
metropolitan dailies and Jewish 
language dailies. A. B. Landau Inc. 
is the agency. 


Production Men Elect 


J. David Marks, of VanSant, 
Dugdale & Co., has been reelected 
president of the Advertising Pro- 
duction Club of Baltimore. Other 
officers are: Ist vice-president, 
Mary Busch, Emery Advertising 
Co.; 2nd vice-president, Barbara | 
Johnson, Theodore A. Newhoff Ad- 
vertising Agency; recording secre- 
tary, Helen Maguire, Courtland D. 
Ferguson Inc.; corresponding sec- 
retary, Bernard Schramm, Van- 
Sant, Dugdale & Co.; and treasurer, 
Gene Zimmerman, D. Stuart Webb 
Advertising Services. 


Balterman to Storm Agency 


George Balterman, formerly ad- 
vertising manager of Schenley 
Distributors, has joined the exec- 
utive staff of Storm & Klein, New 
York. 


WKBW Promotes Baker 


CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


302. x 2” color slides are magnified 
upon the large ADmatic cabinet screen. 


ADMATIC autometically exhibits every six sec- 
onds sharp, clear pictures or copy messages even 
under bright over-head lights. Fool-proof, long 
life, sensibly priced. A “Natural” for point-of-sale 
promotion. Synchronized sound attachment at 
nominal added cost. 


Roger M. Baker, commercial 
manager of Station WKBW, Buf- 
falo, has been promoted to as- 
sistant to the president of WKBW 
Inc. 


ADMATIC PROJECTOR COMPANY 


111 West Jackson Blvd., Chicago 4, Il. 
ADMATIC OF CANADA, 69 York St., Toronto 


Write for 
Circular A-12 


What makes a newspaper great? 


The golden batter flows sizzling 
over the hot iron...there’s a 
buttery, sugary fragrance that sets 
your taste buds twitching in antici- 
pation...and when the magic 
moment arrives you open the iron, 
you perform a deft ritual with the 
little wooden roller... and another 
krumkake is born into the world to 
gladden Christmas appetites! 

For generations the making of 
these wondrously crisp, marvelously 
flavorful Scandinavian Christmas 
delicacies was an old wives’ secret 
in the Upper Midwest. Grand- 
mothers passed along their cherished 
recipes to daughters together with 
old-country krumkake irons unob- 
tainable in American stores. Joneses, 
Schmidts. Kellys and McDonalds 
wistfu!'; envied Petersons and 
Olsons who knew the formula 
and had irons to make krumkake. 

Then, a couple of years ago, the 
great krumkake famine was broken. 
Frustrated krumkake fanciers got 
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MRS. RUSTAD’S KRUMKAKE RECIPE 


1 cup sugar 3 eggs 
Y% cup butter 14 cup whipping cream 
1 tsp. nutmeg ‘Flour (about 2 cups) 
Beat eggs until very light, add 
sugar, melted butter, whipped 
cream, nutmeg. Add enough flour 
to make light batter, testing on 
hot iron. Place 1 teaspoonful of 
batter on iron and bake until very 
light brown. Roll quickly on stick. 


i — — — — — 
a 


the good news where most Upper 
Midwesterners get most of their 
news... in the pages of the Minne- 
apolis Star and Tribune. Mary Hart, 
food editor of the Tribune, reported 
that a West St. Paul lady, Mrs. E. 
F. Rustad, had gone into the busi- 
ness of producing the scarce krum- 
kake irons. And Mrs. Rustad had a 
superb recipe, too, for baking these 
delicate, paper-thin cones in tradi- 
tional holiday style. 

Letters snowed in from the great 


4-state area served by these news- 
papers, seeking Mrs. Rustad’s 


address, asking prices and details 
about the irons. Up to the start of 
this 1949 Christmas season Mrs. 
Rustad has sold nearly 16,000 krum- 
kake irons, and 250,000 sandbak- 
kelse tins (for making another famous 
Scandinavian holiday treat). 

And this Christmas, while krum- 
kake irons sputterover kitchen stoves 
and ranges, krumkake enthusiasts 
have another reason to be thankful 
that the best-read, best-liked, most- 
respected newspapers in their Upper 
Midwest also find time to publish 
such helpful bits of information that 
make life enjoyable and Christmases 
merrier for everybody. 


Minneapolis 
Star 2zzd Tribune 


EVENING MORNING & SUNDAY 


990,000 SUNDAY - 470,000 DAILY 


JOHN COWLES, President 
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Podccal Reserve Figures on Department Store Sales 


WASHINGTON—U nless American! Board figures for the last week in 
consumers indulge in an unusually | November and the first week of 
heavy last-minute Christmas buy- | December in the past have been 


ing spree, department store sales | 


accurate indicators of total volume 


for the period from Thanksgiving | for the period. 


to Christmas probably will end up 
from 5% to 8% below the dollar 
volume sold during the same per- 
iod last year. 

Pre-Christmas buying in each 
year since the war has followed the 
same pattern. Federal Reserve 


te Serevereny 
BN che 


ee 


THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, Illinois 


In most of the districts reporting 
to the Federal Reserve Board, sales 
for the week ended Dec. 3 were off 
about the same amount. The Cleve- 
land area was down about 10%, 
greatest district decline. The Rich- 
mond area, which for several 
weeks has been close to last year’s 
record volume, was off only 3%. 

Among the cities, Pittsburgh and 
Birmingham still show the effects 
of the recent strikes. Dollar volume 
in those areas was off 12% and 
18%, respectively, for the week 
ended Dec. 3. 

In making year-to-year com- 
parisons, however, it is important 
to note that the Federal Reserve 


Soap operas are not familiar to British radio listeners, but 
there are other ways of advertising soap. Levers, whose 
headquarters (Unilever House) are shown here, are among 
the largest buyers of space in the Radio Times, and names 
like Lux and Rinso are as familiar in Britain as they are here. 


No weekly magazine in the world, 
even in America, can match this coverage 


HEN an English housewife sits 
down to listen to the radio on a 
Sunday afternoon, it is not to the 
radio section of the newspaper she 
turns to read about the programmes. 


Instead she takes up the Radio 
Times. 

There’s a reason for this. Unlike any 
other British publication, the Radio 
Times sets out to give its readers all 
the news about radio and television. 
It doesn’t just list the programmes — 
it fills in the background, adds all the 
pertinent news and gossip, gives the 
“low down” on performances and 
performers. 

These are the items that readers 
will find in no other publication. For 
English newspapers, owing to their 
small size, cannot satisfy the public 
thirst for radio news and views. They 
differ from the much larger American 
newspapers which long ago accepted 
the radio and are quite prepared to 
serve their readers with all the listen- 
ing information they want. 

It is this editorial policy — unique 
in England—which has made the 
Radio Times the amazing success that 
it is today. Every Friday 7,776,982 
copies* of the Radio Times go into 
British homes and these copies stay 
there for nine days — until Sunday of 
the following week ! 

With the population of the British 
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Wins at Home and Abroad: Compare 
Radio Times’ coverage with that of other 
top-flight British magazines, as well as 
American. (This chart does not, of course, 
take into account copies passed on from 
one family to another. The Radio Times 
is not passed on very much.) 


Isies now at 49 million, this means 
that one out of every two families has 
the Radio Times! 

No weekly magazine in the world 
today, even in America, can match 
these figures. 


Advertisers’ Gold-mine 
The readers of the Radio Times are 
spread all over the United Kingdom. 
They are of all classes, all ages, and 
both sexes. According to the Hulton 
Readership Survey, the Radio Times 
is read by 40 to 60% of people in all 
categories—gas consumers, electricity 
consumers, pipe and cigarette- 
smokers, movie-goers, bicycle-owners, 
motorists, and women who use cos- 
metics. It is a veritable gold-mine for 
advertisers. ; 
Some of the most enthusiastic users 
of Radio Times’ space are American 
manufacturers with established busi- 
nesses in Britain. They include Parker 
Pen, Gillette, Ford, Chesebrough, 
Pond’s, Anglo-American Oil, Hoover, 
and Kelloggs. These firms know a good 
buy when they see one. The Radio 
Times’ page rate for 1,000 circulation 
is only $1.12. By American standards, 
a very good buy indeed ! 
*A.B.C, Jan.-June 1949 


RADIO TIMES 


ADVERTISEMENT DEPARTMENT, B.B.C. PUBLICATIONS 
BROADCASTING HOUSE, LONDUN, 


W.i, EBNOLAND 


In half the homes of Britain: Delivered 
with the morning newspaper every Friday, 
the Radio Times lies near the radio set in 
nearly 8 million British homes for 9 days 
— until a week from the following Sunday. 
Ic is read for detailed programmes ; it is 
read for its news and features. 


figures represent dollar volume, 
not unit volume. 

The Alexander Hamilton Insti- 
tute’s weekly newsletter for Dec. 
10 declares: “The drop in the value 
of sales this year has been entirely 
the result of a lower price level. 
Since prices have shown a greater 
decrease than that shown by the 
value of sales, it is apparent the 
quantity of goods sold has ex- 
ceeded the volume of a year ago. 

“This means that the quantity of 
goods sold this year has been run- 
ning at a record high rate.” 


s Department of Commerce esti- 
mates show that sales of service 
and limited-function wholesalers 
in October were $5,773,000,000, as 
compared with $6,594,000,000 in 
October, 1948. All major groups 
contributed to the decline. 

Largest losses occurred in hard- 
ware, automotive supplies, lumber 
and building materials, jewelry 
and optical goods classifications. 

The monthly survey of the Na- 
tional Association of Retail Cloth- 
iers & Furnishers disclosed that 
the average men’s wear store 
showed a decline of 12% in No- 
vember, as compared with the 
same month last year. The sample 
included 102 representative stores 


across the country. 
% Change from 1948 


Week Ended 
Federal Reserve Nov. Nov. Dec. 
District and City 19 26 3 
UNITED STATES ........ otal — —8 
Boston District ............... ath 2 —5 
New Haven .........:.000+ 4 —8 —9 
CS --1 5 —3 
Springfield ...... —12 —8 —15 
Providence .......... —5 —2 —8 
New York Distric 7 — —i7 
Newark .... —6 r4 —8 
Buffalo --7 —5 -—2 
New York —7 rl —7 
CNN ceesesctesterem —ll1 —3 —8 
OS eee —10 rz —3 
Philadelphia District... —5 r—-lt —7 
Philadelphia ................... —6 r—l —8 
Cleveland District ........ —12 —7 —10 
pS 7 —+4+ —9 
CO EEE —10 —3 —12 
0 Se —10 —6 —6 
en —12 —4 —8 
Natit ncihinasionemntscrsings —15 —o9 —8 
Pittsburgh ............. —17 —9 —12 
Richmond District . —6 rl ss 
Washington ... 3 0 
Baltimore ........ —6 —4 
Atlanta Distric rei—i7 
Birmingham ... —12 —18 
BID > dhnstisdiesiiananictneeses rl ° 
CO ee r—l1 —10 
New Orleans —1 —5 
SO ae r—3 —7 
Chicago District ............ —# —7I —8 
ID die ctinintainicacioicsnecses —9 —5 —8 
Indianapolis _................ —4 —5 —7 
SNEED’. sthciiasntoencgunngan —9 —10 —8 
Milwaukee ...................... —3 —9 —ll 
St. Louis District .......... —t —7 —9 
Little Rock .....................  —4 —7 —i7 
Louisville ... 8 —5 —7 
St. Louis . —l1 —8 —8 
Memphis ....... 3 —7 —16 
Minneapolis 5 -—3 —3 
Minneapolis .................. —4 —1 —3 
Ree —4 —5 -—3 
Duluth-Superior .......... —15 —12 —Ill1 
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DEPARTMENT STORE 
si SALES INDEX 


1935-39 EQUALS 100 


Week to Dec. 3, '49*...p446 
Week to Dec. 4, '48*....485 
Week to Dec. 6, ’47*...507 
Week to Dec. 7, '46*...475 
Month of October, ’49.p275 
Month of October, ’48..309 


pPreliminary. 
*Not adjusted seasonally. 


Kansas City District... —8 -—7I —o# 
|” et ae —12 —s8 —8 
. PPE eae 7 —9 —28 
po |. a —13 —6 —7 
St =e 3 -—10 —5 
Oklahoma City ............ —1 4-7 
SE Neitititndihniecsusmene —9 —1l4 —11 
Dallas District ................. a —§ -—# 
Nw —-6 —9 —5 
Feet Warten <cocecesessceececese 2 —3 --5 
BIE. cchictesitedveneinnonns —12 —12 —l7 
San Antonio .................. —19 —3 —9 
San Francisco District —10 r—3 —8 
Los Angeles Area ...... —15 —13 —8 


Oakland ............. —9 
San Francisco 7 
Portland .............. —9 
Salt Lake City ... —8 
eee oad 


rRevised. 
*Data not available. 


SCHEIDKER SAYS 1949 
UNIT VOLUME UP 5% 


Cuicaco—Total physical volume 
of retail sales this year is about 
5% higher than last year, even 
with a 5% to 7% decline in dollar 
volume, according to Richard L. 
Scheidker, vice-president of the 
American Association of Advertis- 
ing Agencies. 

The main question, Mr. Scheid- 
ker told a midwestern meeting of 
the Robert Morris Associates here, 
“is whether distribution will con- 
tinue to do the kind of job we need 
in a buyer’s market.” 

Summarizing recent trends in 
distribution, he said that there now 
is a tendency for “everybody to be 
selling everything.” On the one 
hand, he continued, the single- 
product manufacturer rapidly is 
becoming a rarity. Manufacturers 
now are making more different 
kinds of products and seeking new 
and additional retailers to sell 
them. 


w On the other hand, he said, re- 
tailers are seeking new lines of 
merchandise with wider profit 
margins. 

In addition, Mr. Scheidker noted 
the trend to larger and larger re- 
tail units, primarily a result of the 
concept that “a larger store unit, 


handling a larger volume and hir- 
ing people with the know-how t 
run it efficiently, can usually drav 
more traffic and turn a larger prof- 
_— 

But there is a danger that’som: 
manufacturers and retailers ma: 
expand too fast, he warned, unles 
they analyze the products the 
handle, push the deserving item 
and get rid of the products tha 
are not pulling their weight. Com 
panies also should carefully an- 
alyze and screen their customer 
and physical handling costs, he 
said. 


ws Both wholesalers and retailers 
have increased in number since th: 
war, he said. Most of them are 
operating with small volume and 
small profit margins. Unless they 
adopt a scientific approach, he 
cautioned, there is danger that bus- 
iness failures among these whole- 
salers and retailers will continue 
to increase. 

“Mass distribution today,” he 
told the banking group, “needs the 
kind of scientific approach that 
Frederick W. Taylor brought to 
the field of mass production some 
sixty years ago. Fortunately, we 
now are seeing the beginnings of 
such a science in distribution. The 
industrial revolution in distribu- 
tion is under way.” 


Bruce Publishing Elects 


William C. Bruce has been 
elected president of Bruce Pub- 
lishing Co., Milwaukee, publisher 
of educational magazines, techni- 
cal, hobby and religious books. He 
succeeds his father, the late Wil- 
liam George Bruce, founder of the 
company. Other officers are Wil- 
liam George Bruce II, vice-presi- 
dent; Frank M. Bruce Sr., treas- 
urer; and Frank M. Bruce Jr., sec- 
retary and sales manager. 


Rejoins Harris-Seybold 

Stuart E. Arnett has rejoined 
Harris-Seybold Co., Cleveland, as 
assistant to the general sales man- 
ager, Ren R. Perry. He left the 
company in 1946 as manager of 
the company’s New York office. 


Deena Appoints Epstein 

Deena Products Co., lamp man- 
ufacturer, has placed its adver- 
tising with Harvey Epstein Ad- 
vertising, Chicago. 


DuMont Signs WTTV 

WTTV, Bloomington, Ind., owned 
, by Sarkes and Mary Tarzian, has 
signed a network affiliation con- 
tract with the DuMont Network. 


TOO MANY =: 
BRIDGES =: 
IN YOUR 3: 

WAY? =: 


engravings. 


Are you being held up all along the line? 
For clear sailing with your printing plates, 
depend on Washington—fast, dependable 
service, courteous cooperation, top quality 


POE Peer eeeeeeeeeseees 


118 SOUTH CLINTON ST. 
CHICAGO 6, 
TELEPHONE FR 2-6343—44—45 


COMPANY 


ILLINOIS 


» 


7 See Meee er Sha tay eee, ae be eS ee ot SR Pees Se ges inte: i SS ee es came Pie ines CS ek stake ey Sees - <2 ee 
a a a oe ea Pe tins am. PS 5 a ei seco, i 7 ee Gi ie a le > eel ae 
nd ee pe Fr ee Be os age oe a ee Rg De eee ites hee i ie ; eo a Siege > ip: : ii abl i. Maa ; j ’ : : | 
ee : 
eee te ee 
eens * z 
; # «54 
pane ee i | 
ie ins ze - . a eet j ae 8 | 
ae pee : Ree iS ; ee kt Cok de) fo pe: / BE <g re 
EEC 
aa i ‘ G ree LS 3 
cpap! 
a silat GBITee a7 ee 
anid ‘neat fa a a [J iLEING-IN *j 
ea , so e APHING - Fl ; 
‘ MULTIGRAP! GRAPHING » 
| _ MIMEO id 
% ADDRESSING ~ OT eweasuieie 
)  swesze Susaeded RASS vato's 
— = 
4 ee a 
ae ee ein Ae 
Remmi aly ae va se ‘ \ Ny . A ¥ | . 
ea NN # es? y ty ee } i 
wwe fe ; " ee. one Vea, es - es a *, ] 
‘ i % ‘ ets iia ee _——| } . > f a : a 
~ e) 4 I 
\ om |} ©) wn) | 3 
, tone) ef el ee I , | ee ee . 
bs 2 ' i i J \ 
i * : a wi @ ; ‘s oe p- 
, oe s nana ST ke Vv gE | 
m 6| \Snpeeeeeee ge oes. 
= \" gf & : + 5 ig 2 ae hs, Dor 
Ce eo oe ee ” OS et a 
; oe =e a é - é eo © a Wi ee a a H 
a we ~ -_ = _ Los 4 ae * * Mie nam 
‘ pov ee : = 
3 2 xT PEON, Sie ¥ ._ =. Ee sb *! 
; a hate pace *, - proc 
; ue ee a ss ~— the | 
re ' — since 
“ah el ly ¥ 
ee | Co., 
Pee : buye 
ee: 
Bia elas aa Jo 
Mee ee | 
a: ila Tie dent 
i. i and 
fi 7” eens a Civil 
as tion, 
Pe ae tive 
ae Eme: 
Corp 
: | Sure 
Su 
oe eee turer 
ie a os for ] 
verti; 
$$ ————————_—__§_§_— fh of fice 
| PS A EE OR, Fy 
iil 
= matt : so DT gee 
pies a 
8 ees 
Be e/a toar | 333: Sr 
a eae oe? Y 
i fee < e 
tig | 3228 B ! : 
ec eee sets P | 
aaa | 335 & Z yA 
sce? / Zeace 
ea ae e*e* 447 47 
BS ERA 238 —/oo 
eaneaa | = co YS | 
plore ame ees 
peso es ais JCS gL \\ | 
cet tae i3: OTs, ; 
OU ieee ees Po ose. : ‘ 
=S 2 m7 oce ‘ 
a at? | Be NA a. 
nae ce i fe or n 
Speirs pa © qn e seee i Pe 
gis ee -_ | 3323 ot ot ‘ 
Sin Ne 4 ; i eses -~ Sse 
fats et v | 2223 2 € 
re \ of 4 _ gefsttetatatetststststitetesassestststatetetat 
her aie rt wst TTT eee TTT $ # 3: WASHING To N n 
eae tt rt j ' ! 3 is 
5 ree 4 i et : | 3 a 4 
Bak 3: 
2 ie! | « f 
| P| 3 
a (oa = Ps 
: —_ 
ee aes gee RESIN Bi ae cant es SRSA as Se aba TAP IN ERE BEG MANE SONS Some Sac it hint ita ats Bal OEE AEE Fe PRE IE al RMN APR avant de RARE Ready POSS Se ear ae. 


4 Advertising Age, December 19, 1949 
te 
7 The Eye and Ear Department 


Word of mouth advertising, the experts tell you, is the best kind 
e of advertisin -even though you don’t collect 15% on it. One 
housewife telling another. The force and conviction of actual ex- 
perience being honestly transmitted. 

Allan Funt’s unsuspecting people on “Candid Camera” come 
close to achieving the conviction of word of mouth advertising— 
as, each time, they pick out 
Philip Morris as the milder 
cigaret. It’s done on film, 
of course, and if one of the 
many people Funt inter- 
views happened to pick a 
Lucky or a Chesterfield ov- 
er a Philip Morris, that 
particular film could easily 
be eliminated. Nevertheless, 
the Funt commercials for 
Philip Morris pack a whale 
of a lot of conviction. 

So do the Toni commer- 
cials on “Nora Drake”’—in 
which actual gals who have 
given themselves a Toni 
speak up and give out with 
praises for the product. 
Maybe they’re coached, 
maybe they’re not. But they’re convincing—because they’re real 
people. 

Maybe most radio advertisers don’t want conviction. Maybe 
they just want to beat the name of the product into the conscious- 
ness of listeners so they won’t be able to ask for anything else. 
But the commercials on these two programs, as far as this re- 
viewer is concerned, establish a pattern of believability a number 


Allan , Funt interviews an unsuspecting 
customer for the “Candid Camera” show 
sponsored by Philip Morris on CBS-TV. 


ub- of other radio advertisers could well copy—-maybe with profit. 
her 
ini- 
ty Dorland Promotes Barnes ]. Walter Thompson Co. 
the Howard G. Barnes has been| Adds Four New Staffers 
Nil- § named vice-president in charge of} J, Walter Thompson Co., New 
esi- § radio and television of Dorland| york, has named Lloyd Gibbons, 
eas- § Inc., New York. A former program | formerly with Carl Reimers Co., 
sec- J producer, he has been director of | as account executive, and Dean Van 
the agency’s radio-TV department) Nest, previously with Time Inc., 
since 1948. Marie Meighan, former-| as assistant account executive. 
ly with William H. Weintraub &| Rex Parkin, formerly with Lloyd, 
ned § ©®» has joined the agency as space Chester & Dillingham, has joined 
as y buyer. JWT’s creative department. Bart 
van- McHugh has joined the radio- 
the |Emerson Names Small television-movie department, com- 
, of John D. Small, formerly presi- ing from Music Corp. of America. 
e. dent of the Maxson Food Systems, Ff 
and formerly administrator of the| Hale to Join Bristol-Myers 
Civilian Production Administra- Frank R. Hale, now promotion 
1an- §tion, has been appointed execu-| manager of Cunningham Drug 
ver- Jtive assistant to the president of/| Stores in Detroit, will join Bristol- 
Ad- #Emerson Radio & Phonograph/ Myers Co., New York, Jan. 1 as 
Corp., New York. director of a newly created mer- 
chandising department. 
Sure-Win Products to Ellis : 
vned f Sure-Win Products, manufac-| Appoints Harry Campbell 
has Bturer of Electra-Clean, detergent| Greer, DuBois & Co., New York, 
con- Hfor laundries, has placed its ad-| has appointed Harry Campbell, 
rk vertising for 1950 with the Buffalo! formerly with G. M. Basford Co., 


office of Ellis Advertising Co. 


to head marketing and media. 


The newly expand:d monthly mech- 
anized freight handling and packaging 
section of Traffic World represents 
new marketing opportunities for 
manufacturers of materials handling 
equipment. 


Edited by an experienced full-time 
editor—a “specialist” with previous 
industry experience—this monthly sec- 
tion presents exclusive features and 
news of prime importance to the buy- 
ing heads of America’s industrial ship- 


TRAFFIC WORLD 


CHICAGO NEW YORK WASHINGTON, D. C. 
418 S. Market St. 122 E. 42nd St. 815 Washington Bidg. 
Wabash 2-2882 Oregon 9-3188 Sterling 7325 


ping and receiving departments as well 
as to the buying executives of the na- 
tion’s transportation companies: rail- 
roads, airlines, steamship lines, and 
trucking companies. 


Let us send you latest market data 
and recent publication issues. As 
America’s only weekly transportation 
news magazine, selling at $20 a year 
to readers (ABC), you will find real 
marketing opportunities in the 43 year 
old Traffic World. 


| Scenic Artists End Strike 


| United Scenic Artists, Local 829, 
| New York, representing scenic art- 
ists, designers and costumers, 
| has halted its 15-day strike against 
/New York TV stations, following 
agreement on a new contract to 
extend to Oct. 1, 1950. No wage 
increase was granted, but the 
union did get an adjustment in 
hours and schedules. 


National Tool to Liggett 


Carr Liggett Advertising Inc., 
Cleveland, has been appointed to 
handle the advertising of National 
Tool Co., Cleveland, manufacturer 
of National Cleveland tools. Trade 
publications and direct mail will 
be used to promote special cutting 
tools such as milling machine cut- 
ters, gear hobs and broaches. 


Drapery Show Date Set 


The sixth California curtain and 
drapery show will be held Jan. 
29-Feb. 1 in Los Angeles. A fea- 
ture of the show will be displays 
using the theme “California Colors 
for Spring,” around which buyers 
can pattern special promotion in 
their individual stores. 


| Appoints Ramsdell Agency 


Charlotte, N. C., manufacturer of | ,° a - wr 
‘cotton products for hospitals, has | 2° and television with headquar 
'appointed Lee Ramsdell & Co., 
| Philadelphia, to handle its adver- 


55 


cago, effective Dec. 1, to operate 
as an independent program pack- 
/age producer and consultant in ra- 


Carolina Absorbent Cotton Co., 


ters in Chicago. 

On Jan. 3, John Scott Keck, for- 
merly recording manager of Na- 
_tional Broadcasting Co., will join 
Henri, Hurst & McDonald, succeed- 


tising. Hospital publications and 


direct mail will be used. 
’ ’ ing Mr. Jones. At the same time 
Mary McClung to ‘Mirror | the agency will move to the La- ‘ 


The New York Mirror has named | Salle-Wacker Bldg. 


Mary McClung, previously with 


the New York Post Home News as 
advertising manager, as depart- 

COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


ment store advertising manager. 


Keck Succeeds Jones at 
Henri, Hurst & McDonald 
William E. Jones has resigned | 


as director of radio and television 
of Henri, Hurst & McDonald, Chi-! 


Represented nationally 


Inc. 


by Burn-Smith Co., 


it PAYS TO USE Photo Gelatin PRINTING 
MORE VALUE, MORE BEAUTY-FOR YOUR MONEY 


IRVING WOOLF & CO, “HISG0: 35S. DEARBORN St. 


LOS ANGELES: 6769 LEXINGTON AVE 


NEW ORLEANS 


WILL BE PUBLISHED FOR THE FIRST TIME 


newspapers in the United 


of 96,000. 


time is a story within itself. 


When New Orleans saw 


NEW YORK CHICAGO 


oi: ks one sigh rah am 
Be BART Pee 


This will be the first new Sunday paper to be published in 
New Orleans since 1876. The New Sunday ITEM is another 
of the important advances made by the new owners. 


After making a two year survey of 


present management chose the ITEM as 
the best newspaper opportunity. 
On July 14, 1949, the ITEM, an evening 


paper was taken over with a circulation 


The progress of the ITEM since that 


paper the new ITEM was, people began 
bombarding it with one request: 
"GIVE US A SUNDAY ITEM." 
Local advertisers requested it, classi- 


fied advertisers, national advertisers— 


NATIONAL REPRESENTATIVES 


SAWYER - FERGUSON -WALKER 
DETROIT 


MARCH 5, 1950 


and most important, readers demanded 
it, 

In response to these thousands of re- 
quests the ITEM, now definitely the 


leading afternoon paper of Louisiana in 


States, the 


both circulation and advertising, is giving 
to the largest city in the South a new, 
vital Sunday paper. 

With American Weekly, and the coun- 
the kind of try's top comics, management of the 
ITEM pledges a newspaper worthy of 


the Crescent City. 


ATLANTA LOS ANGELES SAN FRANCISCO 
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news bulletin to distribute free 
among our 


|and ° friends. 


Hands Creative Man a Target 


To the Editor: Quite frankly, I 
feel that the Creative Man should 
level his verbal guns at the current 
“Better Than Ever” campaign for 
Mercury automobiles. 

Apparently the agency decided 
that this all-inclusive cliche had 
been absent from the American ad- 
vertising scene long enough. There- 
fore, they revived “better than 
ever” along with vaudeville. xo 
least Mercury’s cheaper brother, | 
Ford, is “50 ways better’—which 
bears some semblance of original 
thinking. 

When we think of the talent- 
laden conferences that must have 
been held to formulate this scintil- 
lating sales campaign, could we 
really consider this advertising as 
being “better than ever?’ 
WENDELL M. PHILLIPs, 
Advertising Manager, Roches- 
ter Daily Record, Rochester, 
i # 


current market information and 
advice which will affect them per- 


chants to merchandise wisely; and 
to build good will 
|organization by building good will 
for the profession of advertising 
generally. 

A credit line will be given to 
each item reprinted from another 
publication. May we have the 
privilege of passing around a few 
gems from ADVERTISING AGE each 
month? 


Forrest K. FOSTER, 
The Foster Co., Austin, Tex. 


TV Course Suggested 
for Inquiring Agency Man 

To the Editor: I have just read 
a letter in the Voice of the Adver- 
| Geer signed Agency Man, San An- 
| tonio, Tex. 


| We are operating a TV school 


Passes Around ‘A Few Gems’ | here in Minneapolis which I am 


To the Editor: ApveRTISING AGE|sure would answer any problems 
is so stimulating that we try to|he might have regarding TV. 
share each issue with our friends. The school offers courses up to 
Our office copy can’t make the/nine months of training. Included 
rounds, however, so we would like in these are subjects ranging from 
to reprint and circulate some of|TV advertising to TV directing. 
the choice items, with your per-| Script and commercial writing is 
mission. lalso taught. 

We are planning a monthly If you would be so kind as to 


e publish two good newspapers 
.. they are read by virtually every 


family in and around Louisville. 


e sell advertising space at 
reasonable rates. 


It produces sales. 


Soli ahs 


This department is a reader's s forum. ‘Qanbes are welcome. 


advertising customers 
Its purpose will be 
three fold: To give local merchants 


sonally; to encourage local mer- 


for our own 


| te 


335,585 DAILY © 268.044 SUNDAY © REPRESENTED NATIONALLY BY THE BRANHAM CO. | Pays t 


forward this letter to the Agency 
Man, I am sure that our brochures 
will convince him that our school 
is indeed the place for him to 
learn TV. 
HARRIETTE Hoyt, 
Librarian, Twin City Tele-: 
vision Lab, Minneapolis. 


Nov. 21 AA Sets Clipping 
Record for Consolidated 

To the Editor: Some readers 
evaluate a publication based on 
its enterprise, others by its news. 
I judge it by the number of clip- 
pings that we get from it. 

We took 256 separate clippings 
from your issue of Nov. 21. I guess 
that is an all-time high record for 
clippings from a class publication. 

EpwiIn M. MCcKINNEY, 

Consolidated Press Clipping 

Bureaus, Chicago. 


Twin-Cities TV Receivers 
Set At 30,000 by KSTP 


To the Editor: We were very 
much annoyed and embarrassed 
when one of our clients sent us 
Page 54 from the Oct. 3 issue of 
ADVERTISING AGE. In the fourth 
column is an item to the effect that 
the Radio Manufacturers Associa- 
tion reports there are 11,000 tele- 
vision receivers in the Twin Cities 
area, whereas according to KSTP 
there are 30,000 sets. 

Your story must have lifted from 
Will Jones’ column in the Min- 
neapolis Star-Tribune without any 
attempt to check its accuracy. 

It has been our policy to stay on 
the conservative side when it 
comes to giving out figures on tele- 
vision, and we must rely on re- 
ports from dealers, distributors, 
etc., for such figures. The RMA fig- 
ures, aS given out, mean nothing 
for the following reasons: (1) 
They are always many weeks late, 
and (2) they are a long way from 
being accurate. Their figures, for 


instance, do nagt show sets re- 
shipped into an area from other 
points. They show only original 


factory allocations for an area. Al- 
so, they include only a portion of 
the sets manufactured since im- 
portant dealers like Admiral, 
Sears, Roebuck, Montgomery Ward, 
and many others are not members 
of RMA. 

Television has been making a 
study of television receiver fig- 
ures, and today we have a letter 
from them which states as fol- 
lows: 

“As you probably know by now, 
we used your figures for St. Paul- 
Minneapolis circulation. 

“We were able to do this because 
in comparing total production 
against our estimated distribution, 
we found we would only be 1% 
off if we were to accept the esti- 
mates of the three markets (St. 
Paul-Minneapolis, Milwaukee and 
Atlanta) in which there was a 
considerable discrepancy. 
“Certainly being off only 1% is 
|more than we could possibly have 
| hoped for.’ 


STANLEY E. HUBBARD, 
| KSTP, St. Paul-Minneapolis. 


First, Mr. Hubbard, the figure 
of 11,000 TV sets was not “lifted” 
from anybody. Second, there are 


|not 30,000 sets in the Twin Cities 
| area. As AA reported Dec. 5, there 
|were 41,300 Nov. 1. 


Makeup Man Takes It Again 

| To the Editor: Advertising would 
be a sorry business indeed if every 
‘ad took the beating administered 
| to the New York State Department 
| of Commerce by the Business 
Week makeup man who ran “It 


Advertising Age, December 19, 194) 


| State” next to the story of how 
‘Archie of “Duffy’s Tavern” beat 
the tax rap by deserting New York 
and the United States. 

JAMES A. GREER, 
Compton, Cal. 


Asks: How About It? 


To the Editor: Attention “Eye 
& Ear’—yYou raised the question 
in the Nov. 28 column as to wheth- 
er women prefer to be sold by 
women or by men. 

It may be that you have a clue 
at hand in existing known facts. 

If women prefer to be sold by 
women, rather than by men, why 
is it that there are so many more 
wives than there are lesbians? 

JOHN A, THOMAS, 

Batten, Barton, Durstine & Os- 

born, New York. 


Sheldon Gives Adman a Lift 
To the Editor: You frequently 
reprint ads that have good points 
to recommend them. It strikes me 
that the attached ad falls in this 


Sheldon “Telegenic” Picture Ties are 


GUARANTEED FOR 13 MONTHS... 


Because... THEY STAND UPI 


“| KNOW THAT SHELDON “TEEGENIC PICTURE TUBES ABE GOOD. » inGrECT THEM” 
Thny are custom-mede They hove @ lile of more thes 4000 hours 
eure s . 


we 
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category. Or would you say that 
Sheldon’s advertising is just a 
bust? 
RALPH ROCKAFELLOW, 
Paramount Pictures Inc., New 
York. 


Debates Decade's Start 

To the Editor: Re. Copy Cub’s 

reference to 1950 as being the last 
year of the first half of the twen- 
tieth century, in the Nov. 21 issue 
of AA— 
I believe he is wrong in his as- 
sumption. The next year will be 
the 195lst year since Christ’s 
birth, will it not? Or, in other 
words, fifty of this century’s years 
have elapsed, practically, and we 
will be embarking on the fifty- 
first, come Jan. 1. To me, that’s the 
second half of the century. 

I wasn’t around on January 1, 
1900, but brother, that was the 
start of the first year of this cen- 
tury, or I'll eat an old, dusty 1948 
calendar. 

Now, this is the clincher for my 
argument, I think—let’s go back to 
the first paragraph. See the ad- 


the Year 100, not the Year 99 


Therefore the first century ende:! 
with the completion of the Year 
100, and the second began with th» 
Try it on. your 


start of Year 101. 
fingers if you don’t believe us. 


The year 1900 didn’t begin th» 


20th century; it ended the 19t) 
And the year 1950 doesn’t begin 
the second half of the century; 
ends the first half. 

But have it your own way, if yo. 
like. What’s a year betwee 
friends, anyhow? 


jective twentieth century? Copy 
Cub himself writes of this as be-| 
ing the twentieth century. But if 
we were to follow his line of rea- 
soning in computing dates, it would | 
be, not the twentieth, but the nine- 
teenth. Analogous, what? 
I repeat, I think he’s wrong here 
—but surely. No doubt a few others 
have told him the same. Other- 
wise, his weekly commentary on 
advertising and various’ sports 
trends (!) is sage, and I, like sev- 
eral other readers, would like to 
see it back on the front page. 
ROBERT W. LEwIs, 
Advertising Department, Dr. 
Salsbury’s Laboratories, 
Charles City, Ia. 
Let’s see if we 
straight: 
The first year under the present | 
calendar must have been the Year 
1. Then the first 100 years must | 


can get this 


o Do Business in New York 


oe Pe 4 A 


have ended with the completion of 


Advertising Manager 
Salisbury Times, Salisbury, Md. 


“Your competitors 
have upped their 
linage 103%"’ 


@ This statement was tossed 
on the table recently while 
talking to a regional sales man- 
ager. “Where do you get that 
stuff? Our competitors do very 
little advertising in Salisbury,” 
said the S. M. He graduated 
from a good college in 1935 
He knows nothing about the 
old-fashioned, rough and tum- 
ble selling days; so we patient- 
ly explained our ideas that 
, many older sales managers 
may be overlooking. 


@ First, our own national lin- 
age was up 103% this year. 
2nd. Those who go after busi- 
ness get it, so any advertiser 
who runs in our paper is tak- 
ing all he can get from John 
Consumer. 


@ Don’t worry too much about 
the competitors in your own 
line. Consider every manufac- 
turer in any line as a guy who 
is trying to get all the dollars 
available. When he gets his, 
there may be very little left 
for you. 


@ Our broiler income is about 
$2 million per week. Most of 
this dough stays right here 
and goes into the retail and 
wholesale cash registers. On a 
test or a regular schedule tle 
Salisbury Times will really 
deliver. 

@ My time is your time if you 
want anything done here 1 
Salisbury. 


OUR 7 PAPERS 


® CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STA® 
@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 


@ PORTSMOUTH (OHIO) TIMES 
®@ SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


Torus: MOORE, 
NEWSPAPERS | 
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BIG BRASS AT OUTDOOR MEETING—In this group at the Outdoor Advertising As- 

sociation of America meeting in Detroit, Secretary of Commerce Charles Sawyer (cen- 

ter) is flanked by important automotive and outdoor figures. Left to right: C. E. 

Bleicher, president, DeSoto; Stanley W. Ostrander, manager of operations, Lincoln- 

Mercury; Mr. Sawyer; Kerwin H. Fulton, president, Outdoor Advertising Inc., and 
Henry T. Ewald, president, Campbell-Ewald Co. 


Offenhauser Writes 
History, Technical 
Guide on 16mm Films 


New York—Despite its age of 
over 40 years, the technical litera- 
ture of the motion picture is sur- 
prisingly limited. There is little 
in the way of an over-all guide 
of a technical nature. 

To fill that reported need, 
“16mm Sound Motion Pictures: 
A Manual for the Professional 
| and the Amateur,” by William H. 
/Offenhauser Jr., Filmtexts Inc., 
has just been issued by Inter- 
science Publishers. 

Each of the 16 chapters, in the 
illustrated and well-indexed 580- 
/page volume, from one on the early 
history of 16mm film and its re- 


ippliance Dealers 
Plan Co-op Attack 
on Discount Houses 


CuicaGo—The National Appli- 
bnce and Radio Dealers Associa- 
ion is setting up a committee of 
13 retailers to direct a fair trade 
pricing test in a six-county Chi- 
ago area. 

Main object of the test, said Clif 
simpson, managing director of the 
tssociation, is to prove that the 
ales volume of manufacturers co- 
jperating in the test will not be re- 
juced, and that a “healthier, more 
thical business’ will be reestab- 
ished for all segments of the in- 
justry. 

In announcing the test program, 
Ir. Simpson said most competent 
etailers are willing to face good 
nerchandising competition, but 
hat a wave of discount selling, in- 
ustrial and “back door” selling has 

ipped Chicago—as well as many 

her market areas—and driven 

any legitimate merchants to a 
dangerous economic point.” 


The full committee is expected 
) meet late this month and decide 
n details of the fair trade test, 
hich will be conducted in Cook, 
ake, Will, Kane and DuPage 
yunties in Illinois and Lake coun- 
‘», Indiana. 

First products to be tested under 
e program will be refrigerators 
nd television, the association said. 
Under the proposed plan, dealers 
through cooperative advertising 


lation to other sizes, to the final 
‘chapter on television and film, 
contains a selected bibliography 
‘on the subject covered. 

As the author points out in his 


Appoints Rowe & Wyman 
Aluma-Wood Products Co., Cin- 

cinnati, has named Rowe & Wy- 

man Co., Cincinnati, to direct its 


| Preface, “with little fanfare, the 


16mm _ film—which may loosely 
be called the film of fact—was 
catapulted into the leading posi- 
tion in the United States as a con- 
sumer of raw stock because of its 
use as a medium of teaching, train- 
ing, and persuading in the same 
World War that proved the 35mm 
film—the film of fancy—so valu- 
able to the military and civilian 
populations in the maintenance of 
morales.” 

Three chapters of particular in- 
terest to advertising men are those 
on projection and projectors, in- 
dustrial applications of current 
16mm sound motion picture equip- 
ment, and the final 
television. 


Y&R Appoints Lamont 


G. R. Lamont, formerly space 
buyer in the Montreal office of 
MacLaren Advertising Co., has 
been appointed office manager 
and supervisor of media in the 
Toronto office of Young & Rubi- 
cam. 


chapter on], 


advertising. 
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(REPRINTED BY POPULAR REQUEST) 


Bayonne... CANNOT BE SOLD 


FROM THE OUTSIDE 


THE BAYONNE TIMES isn’t Santa Claus 

ut - - - - when 99.2% of ALL the 
RETAIL ADVERTISERS in Bayonne use 
THE BAYONNE TIMES EXCLUSIVELY 
to carry their Christmas offerings . . . you 
know Bayonne cannot be sold from the 
outside. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 Madison Ave., N.Y. + 228 WN. LaSalle St., Chicago 
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vanston, Ill., dealers have already 
unched such a series of ads in the 
vanston Review, and retailers in ; 2 
ary, Chicago Heights and other 
No ping centers plan similar WHAT 5 IN A FACE we 
rives early in 1950. 
Association officials said legiti- 
‘ale, long-established dealers A mature man’s strength, a child's happy innocence, a young girl's exquisite fragility— 
‘roughout the country may be 
er:uaded, at the group’s annual in human faces these express the essential character of a person. 
* ting next month, to conduct Type faces are like that, too. Each face has essential characteristics and individual 
im lar campaigns against the dis- ; saa ro 
ut houses. Manufacturers and differences which impart feeling and express intention in your advertising and 
mn og ay ape onal A printed material. 
af At Monsen-Chicago you will find 625 different type faces to choose from. Each face 
ta:ts Boat Sh Dri has a special character, individual color and purposeful feeling — designed to’ 
ats Boat Show Drive rez! 
The National Association of En- make type do a more effective job for you. 
inc & Boat Manufacturers has And if you want to use our years of experience to help you select the type face 
itched a campaign to promote tae ; 
40th National Motor Boat you are seeking, that service is yours at Monsen-Chicago. 
’ to be held in Grand Central 
alae ty Mae phe ba ON THE WEST COAST, IT'S MONSEN-LOS ANGELES AT 928 FIGUEROA STREET 
a pee 69 dear saa EAST OF THE ROCKIES, IT'S MONSEN-CHICAGO AT 22 EAST ILLINOIS STREET 
‘ly newspapers in the metro-| 
in area through Cowan &' 
ler, New York. A spot radio 
Am aign has been prepared by | M CHICAGO 
ewis King, New York, radio Oo n St n 
dv rtising, and outdoor advertis- LOS ANGELES 
8 is being handled by Arthur | 
chen & Associates, New York. 
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BAN EIER WY 
PRODUCTS 


add more than 
$1,250,000 


annually to the 
buying power of 
the “Money Town” 
of the South. 


Reach this prosperous 
market through two 
great newspapers. 


Nashville Chamber of 
Commerce figures. 


Newspoper Printing Corporation, Agent 
represented by the Branham Company 


INAS EW Wh hs 


The''MONEY TOWN” of the South 


Sell AKRON 


from the 


INSIDE OUT 


Summit County, just part of the 
rich Akron Market, in 1948 had 
an effective buying income of 
$689,132,000.00. While other cities are adjacent to Akron 
and Summit County, only the Beacon Journal has sufficient 
coverage to influence buying. For example check the following 
facts about Summit County newspaper coverage. 


AKRON BEACON JOURNAL 


IN ivcsoriivecernceeeviciniies 120,196 
I a cnvsnnssixunedinycoiceyecbeel 99.99% 
SemGay GUGMIANON ........06c06.0.c00...005. 111,617 


Sunday Coverage ...2.......e..ceeee 93.6% 
CLEVELAND PLAIN DEALER 


Daily Circuletion ©... 13,625 
BN MI i vsncicsesntaonnsnstinensdwnssnnes 11.3% 
Sunday Circulation ...... 10,720 
Sunday Coverage .......00.cees 8.9% 
CLEVELAND PRESS 
NS ESTA ge 587 
ee ee 0.5% 
CLEVELAND NEWS 
EE Ae 523 
niles teiniatadinntieal 0.5% 


Coverage figured on 1949 estimated number of 
Summit County families (120 000) 


AKRON. BEACON JOURNAL 


JOHN S. KNIGHT, PUBLISHER 5 
REPRESENTED, NATIONALLY BY: STORY, BROOKS G FINLEY 


as Deis: 


Reynolds to Invade 
New Fields with Its 
Improved Printasign 


Cuicaco—Reynolds Printasign 
Co., which recently introduced a 
new model of its sign-printing 
equipment, is lining up exclusive 
distributors to handle sales in a 
number of new fields outside de- 
partment stores and chains. 

Up until now, these retailers 
have been the principal users of 
the Printasign machine in making 
point of sale signs for storewide 
use. The company’s decision to 
branch out into other fields was 
stimulated by publication in Ap- 
VERTISING AGE last August (AA, 
Aug. 22) of an article explaining 
how the Milton Reynolds’ com- 
pany had launched an unusual 
series of weekly mailings to de- 
partment store executives. 

Myron A. Hirsch, appointed co- 
director of distribution, along with 
his brother, Emil G. Hirsch, told 
AA that the story brought inquiries 
from executives in a number of 
industries. Most of them turned out 
to be good prospects—even though 
Printasign sells at more than $3,- 
000—and Reynolds plans to ex- 
pand production Jan. 1 and go 
after those fields, he said. 


s The company now has a direct 
sales force of a score of men con- 
tacting retailers throughout the 
country. New distributors, operat- 
ing on a territorial basis, will be 
appointed in two categories: (1) 
the graphic arts field (Reynolds 
believes offset printers will prove 
to be an even larger market than 
retailers) and (2) all other pros- 
pects, including agencies, which 
can adopt Printasign for their 
presentations, direct mail material 
and any other offset printing 
needs; hotels and restaurants, for 
convention cards, personalized 
table cards, etc.; large companies, 
for sales meeting material, etc. 

As soon as distributorships are 
completed, said Mr. Hirsch, Rey- 
nolds will discuss with them the 
best methods of using trade pub- 
lication copy and other promotion 
in reaching the new fields. Dis- 
tributors purchase demonstrator 
sets, but are not required to carry 
stocks of type, ink, etc. 

Reynolds is expanding its plant 
assembly space here and after Jan. 
1 plans to triple its output, going 
on a three-shift, seven-day pro- 
duction week. 


ws The new model of the machine, 
which sells at $3,285, employs a 
high-speed typing operation and 
new hydraulic-automatic spacing. 
Through generous use of alumi- 
num, total weight has been re- 
duced from 400 to 160 pounds. The 
Printasign has six type sizes, from 
% to 2” deep. 

Nearly $500,000 went into devel- 
opment of the new model, accord- 
ing to Reynolds, which is based on 
nine years of engineering research 
and included 11 actual working 
models. 


WNBC, WNBT Names Heitin 

Jay J. Heitin, formerly program 
manager of WHYN and WHYN- 
FM, Holyoke, Mass., has been ap- 
pointed news and special events 
director of WNBC and WNBT, 
New York. He succeeds Fred S. 
Heywood, who has become public- 
ity-promotion manager of WBAL 
and WBAL-TV. 


DuMont Record Player Out 

Allen B. DuMont Laboratories 
has started delivery of its first ra- 
dio-TV console with a phonograph. 
The record player accommodates 
all types of discs. 


Appoints Representative 

Herman Emmet Jr. of Gerard 
Velthaus Associates, New York, 
has been appointed eastern rep- 
resentative for Southern Textile 
News, Charlotte, N. C. 


Advertising Age, December 19, 19-9 | 


past 365 days. 


even belittled. 


quently has been, wrong. 


perfect globe. 


lhe Creative Wans Corner 


The crusty old individual who runs this Corner (those are 
the managing editor’s own words) wishes, upon this oc- 
casion, that he might make a suitable Christmas gift to all 
whose brain children he has commented upon during the 


Those whose children The Corner took upon his lap, patted 
upon the head, and proudly exhibited to all and sundry, need 
no gift—The Corner cynically realizes—beyond the small 
bit of praise he has already bestowed. And he bestowed that 
praise, he hastens to mention, 
viction that it was richly deserved. 

To those other poor souls, 
children The Corner looked askance—and even dared to sug- 
gest that their eyes might be a bit crossed, their legs a mite 
bowed, and their noses much, much too large—The Corner 
sincerely wishes he could send a jug of ego lotion. For it is 
none too pleasant to have one’s earnest efforts criticized and 


Since he cannot afford at least three dozen jugs of ego 
lotion, however—and wouldn’t even know where to look for 
it if he could—The Corner sends the following: 

a) The admission that he could have been, and quite fre- 


b) The explanation that what he has said has been said 
with a sincere desire to help rather than hurt. 

c) The solace that last week’s Corner is as gone and for- 
gotten as the people of Atlantis—and last spring’s comments 
as lost in history as the formation of this slightly less than 


Merry Christmas to all, and to all—the best for 1950! 


Se ED 


freely and in the sincere con- 


however, upon whose brain 


75% Oppose ‘Socialism’ But Approve 
Specific Government Social Measures 


New YorK—Although 75% of 
the people say they are opposed to 
“socialism,” they still favor specific 
“socialistic” governmental activi- 
ties, the Psychological Corp. has 
found. 

In its latest study of 1,000 in- 
dividuals, it found 75.3% “against 
socialism,” only 6.3% “for social- 
ism,” and the remaining 18.4% 
“don’t know.” The vote “against” 
ranged from a high of 90% in the 
upper economic group to a low of 
64% in the lower economic group. 

When asked, “What does social- 
ism mean to you?” 26% of those 
who said they are against social- 
ism defined it as “government 
ownership or control of industry, 
utilities, natural resources, health 
and welfare, medicine and doc- 
tors.” Another 18% saw socialism 
as “too much government control; 
dictatorship; regimentation,” and 
smaller percentages visualized it 
as “distribution of wealth,” “de- 
struction of capitalism,” etc. 


ms Yet 81% of those opposed to 
socialism specifically approved 
payroll taxes for old age and other 
benefits; 66% approved TVA and 
similar projects; 62% approved the 
minimum wage law; 59% approved 
government housing; 43% ap- 
proved rent control, etc. 

Commented the Psychological 
Corp.: 

“Though 75% of the people say 
they are against socialism, they 
still favor certain measures which 
fall within their own definition 
of socialism... 

“Obviously, socialism as a word 
or symbol, and socialism in terms 


of specific steps in government 
control, are not necessarily the 
same. People may say they are 
against socialism in general buf 
still favor specific socialist meas- 
ures.” 


Open New York Ad Oftice 


The Detroit News and Booth 
Newspapers Inc. have opened an 
eastern advertising office at 1608§...; 
Bowery Savings Bank Bldg., 1108 
E. 42nd St., New York 17, effective 
Jan. 1. A. H. Kuch, formerly with® 
Dan A. Carroll Associates, New pyYst 
York representative of the De-jpnd 
troit News and Booth Newspapers, and 
has been named manager of the of- Bwhic 
fice. There will be no change in fpyo¢ 
the Chicago office and John E. Lutz one 
Co. will continue as representative M. 
in Chicago. . 


Appoints Fenstermacher 


Sanitary Receiver Corp., Dun- 
kirk, N. Y., manufacturer of a line#} 
of household and office step-onfP’’ 
receivers, has retained John Hard-fF**© 
er Fenstermacher, Corry, Pa., asa: 
sales and advertising counselor 
Trade publications, direct mail andfRive 
newspapers will be used. 


Raymond Adds N. J. Stone 


Raymond Service Inc., New 
York, direct mail specialist, has 
added Norman J. Stone, formerly} » 
with Grey Advertising Agency, h 
its staff as assistant to the presi-f] 
dent. uidn 


nr 

Hobler Joins NBC-TV » , 
Herbert W. Hobler, formerly. 

with Mutual Broadcasting Sys‘em,—P* '° 
has joined the staff of the x¢t-F° 
work television sales departmentyp® < 
of National Broadcasting Co., Yew id 
York. te 
ato. enamine a cl 


——_ 


Aa Idecl GIFT, PREMIUM OR PRI 
HOME & HOBBY KIT 


with interchangeable tools 


Seven (7) different tools for making 
repairs around the home, office, farm 
and avtomobile ...or for model build- 


ing and hobby crafting. Tools are high 
grade alloy steel... handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 


be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent promptly. 


STANDARD PRESSED STEEt C 


- JENKINTOWN, PA. Box 10 
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State to Air 


(Continued from Page 1) 
use the terminal. They are not 
there at the sufferance of the rail- 
yoad. 


nail 
* 
ee ar rr errr err rere 


“The suggestion that the rail- 
oad can take advantage of the 
nforced presence of its passengers 
o compel them against their will 
o listen to points of view which 
its management or lessee selects, 
whether reading commercial prod- 
icts, political matters or current 
events, is one which the commis- 
sion feels should be most care- 
fully studied and explored. 

“At the hearings, full considera- 
tion will be given to these ques- 
tions and any others which relate 
to this practice.” 

For several weeks The New 
Yorker, in its “Talk of the Town” 
column, has been airing the views 
of “embattled readers” who wrote 
to complain about the “noise from 
the audible ads in Grand Cen- 
tral.” The magazine, speaking up 
vehemently for the individual’s 
right to not read or not listen, ad- 
vised the complainants to write 
directly to the Public Service 
Commission. 


— 


s Asserting that he welcomed the 
chance to get “our viewpoint across 
to the public,” Ernest B. Moor- 
house, terminal manager, said a 
600-person pre-Thanksgiving poll 
in the station showed that 85.4% 
iked the broadcasts, 11.3% disliked 
them and 3.3% had no opinion. The 
survey covered both sexes, on the 
, ‘wo main levels of the terminal. 


Booth@Travelers in line at the ticket win- 
ed anfiiows, at the gates waiting for 
wt trains, and persons standing in the 
lootive soncourses were questioned. 
Owned by the New York Central 
y with , 
- New[fystem, Grand Central is operated 
» De-fhnd maintained by that railroad 
yapers,fand the New Haven Railroad, 
she of-Bvhich leased the address system. 
1ge IN Proceeds go toward station ex- 
a. Lutz Bonses. 
atative Mr. Moorhouse said he has re- 
reived about 175 complaints which 
e answered by explaining that 
‘operating costs have risen sharp- 
Dun- y and the terminal has to pay 
a line, - - 
tep-on 53,500,000 a year in real estate 
Hard-@xes. Its only income up to now 
2g., asgmas been from concession tenants. 
nselor.™#lhe broadcasting system is a posi- 
ail andfRive step to develop new income.” 
He added that this revenue helped 
he terminal maintain necessary 
> ervices. 
New 
t, aie Originally, Terminal Broadcast- 
meri? ing’s schedule covered Monday 


ey through Friday from 7 a.m. to 


-— idnight, with approximately sev- 
n minutes of commercials every 
hour. The schedule now, however, 

»,/a° been spread over a seven-day 


[ period to make room for Grand 
‘entral’s traditional Christmas or- 
concerts. 
.dvertised currently on the sys- 
are American Express Co., 
-ch-Nut chewing gum, the Daily 
ror, Luden’s cough drops, Old 
d, Radio Corp. of America, 
aefer beer, Studebaker, World- 
gram, Union News, and Ham- 
n Watch. The latter buys ten- 
ond time signals. Only cancela- 
during the first 13-week 
ie came from National Carbon 


‘erminal Broadcasting had pre- 
isly planned to add Saturdays 
| Sundays to its regular operat- 
schedule next year to give ad- 
ie tisers the added coverage of the 
Tow and different, non-commut- 
weekend audience.” 


ve foWwetiwaF +r 


ninimum of 200 rotating an- 


® sponsors would be guaranteed 
Ouncements weekly for $500. Un- 


idvertising Age, December 19, 1949 


Protests 


over Terminal Radio 


der the new schedule, however, 
the number of clients probably 
will be limfted to eight. 

Mr. Page, who emphasizes that 
the number of adverse critics is 
an infinitesimal percentage of the 
approximately 500,000 people who 
have had an opportunity to hear 
the broadcasts daily since Oct. 1, 
has been testing other terminals for 
an extension of the medium. South 
Station in Boston probably will 
be first on the list, if and when 
expansion comes. 

Transportation Displays, of 
which Mr. Page is also president, 
maintains an office there to han- 
dle car card and station poster ad- 
vertising for the New York Cen- 
tral and New York, New Haven & 
Hartford railroads. 

Despite their queasiness over the 
future, sponsors queried by AA 
seemed pleased with the new me- 
dium. 


# American Express, which used 
13 weeks of announcements as part 
of a localized drive, reports it had 
a “lot of favorable comment.” The 
Daily Mirror, considering extend- 
ing its contract for next year at 
press time, has had “mostly good” 
reports, particularly on its news 
flashes, which were credited with 
helping increase sale of the Mirror 
in Grand Central. 

“There are always a certain 
number of people who don’t like 
everything,” commented a spokes- 
man for the World-Telegram. “I 
have a vague idea of having seen 
one letter of criticism.’ The Tele- 
gram did not renew its contract 
for 1950; this weekly expenditure 
will go into an extended radio cam- 
paign. 

Old Gold bought announcements 
in Grand Central as a 13-week 
novelty and feels they served the 
purpose. Old Gold’s buy also 
served to keep Johnny’s “Call for 
Philip Morris’ from resounding 
throughout the world’s. biggest 
railroad terminal. 


‘Harper's Magazine’ 
to Hike Circulation, 
Ad Rates Next April 


New YorK—An increase in cir- 
culation guarantee and _ general 
advertising rates will be made ef- 
fective next year by Harper’s 
Magazine. The new guarantee will 
be 145,000 copies, 10,000 more 
than at present, although the mag- 
azine is currently delivering 153,- 
000 copies, an all-time high, ac- 
cording to Waldo W. Sellew, bus- 
iness manager. 

Rates will be advanced to $1,000 
for b&w pages, with fractional 
units and color charges in propor- 
tion. The present rate is $850 a 
page, b&w. 

The new rates will be effec- 
tive with the April, 1950, issue. 
Contracts received before next 
Feb. 25 will be protected at pre- 
sent rates for the remainder of 
1950. 


Canada to Get TV Stations 
Operated by Government 


If the Canadian House of Com- 
mons approves an initial $4,500,- 
000 loan to the Canadian Broad- 
casting Corp., Canada will get two 
video stations in Montreal and one 
in Toronto by next fall. 

Speaking before the House, Rev- 
enue Minister J. J. McCann said 
that the CBC would provide all 
major Canadian cities with tele- 
vision service by the end of 1955. 
He warned, however, that the $4,- 
500,000 was just the first instal- 
ment and that total expenditures 
would be much higher. 


Advertising in the Test Stage 


HISTACOL IS LATEST 
ANTI-HISTAMINE 


PHILADELPHIA—Newest of the 
anti-histamine preparations to 
help combat the common cold is 
Histacol, manufactured by Hopkins 
& Hopkins Pharmaceutical Co. 

The company began a test cam- 
paign Dec. 6, with a full page in 
the Philadelphia Bulletin, plus use 
of radio and TV announcements. 

By the end of the month, the 
Histacol campaign will be ex- 
panded into the tri-state market 
around Philadelphia, and after- 
ward it will go national. 

Lée Ramsdell & Co. here handles 
the account. Hopkins & Hopkins 
makes agricultural and pharma- 
ceutical products. 


NEWSPAPERS INTRODUCE 
‘HIDEAWAY HEARING’ 

CuiIcaco—Distributors for Clear- 
tone Hearing Aid Co. in Los An- 
geles and Chicago are testing 
newspaper appeals for a newly 
developed “Hideaway Hearing” aid. 

In Chicago, the Cleartone dis- 
tributor, Better Hearing Center, 
used a full page in the tabloid 
Sun-Times to introduce the in- 
strument. Testimonials of satisfied 
users were featured, and the hard- 
of-hearing were invited to visit 
the center’s S. Michigan Ave. of- 
fice or send in a coupon offering 
a free home tryout. 

Similar copy, as well as smaller 
display ads, is being employed in 
the Los Angeles area, where the 
local distributor also has been 
testing radio. Cleartone officials 
said the new “Hideaway Hearing” 
device, an ear mold “your friends 


ANOTHER—Latest anti-histamine to reach 
the market is Histacol. This page in the 
Philadelphia Bulletin was the first copy 
test by the maker, Hopkins & Hopkins 
Pharmaceutical Co. 


don’t see,” was developed in Los 
Angeles and field tested there for 
several months. 


ws Cleartone, which manufactures 
the standard hearing aid and new 
attachment at its plant here, is of- 
fering exclusive distributors in 
about ten other major cities a news- 
paper mat service built around the 
“Hideaway Hearing” aid. 
Through E. H. Brown Adver- 
tising Agency, the company used 
space in Life, Look and The Sat- 
urday Evening Post earlier this 
year to introduce its new 1949 
models. The four-year-old com- 
pany also uses trade publication 


space. 


National Nielsen-Ratings of Top Radio Shows 


Week of Nov. 6-12, 1949 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL ememnesine™ &. “od (10.1) (+0.5) 
1 1 Roe Ge FONE GED beeen ces ccccosccaves 26.9 +1.2 

2 3 Arthur Godfrey’s Talent Scouts (CBS, Lipton) ... . 720 22.2 +2.4 

3 2 Jack Benny (CBS, Lucky Strike) ................ 8,288 21.1 —0.7 

4 4 My Friend, Irma (CBS, Lever Bros.) ............ 7,660 19.5 +0.2 

5 6 Amos 'n’ Andy (CBS, Lever Bros.) ............ 6.274 17.5 +0.6 

6 5 Charlie McCarthy (CBS, Coca-Cola) ............ 6,874 17.5 —0.4 

7 10 Bob Hope (NBC, Lever Bros.) ........... .. 6,835 17.4 +18) 

8 18 F.B.I. In Peace & War (CBS, P&G) ........ . 6,717 17.1 +2.9 | 

9 11 Ui  __) 6,599 16.8 +15 
10 19 Walter Winchell (ABC, Kaiser-Frazer) .......... 6,481 16.5 +2.6 
1l 7 Fibber McGee & Molly (NBC, S. C. Johnson) ...... 6,442 16.4 —0.3 
12 12 Mr. Chameleon (CBS, Sterling) ................ 6,285 16.0 +0.7 
13 17 Crime Photographer (CBS, Philip Morris)........ 6,246 15.9 +15 
14 23 Bob Hawk (CBS, R. J. Reynolds) .............. 6,246 15.9 +2.3 
15 8 Mystery Theater (CBS, Sterling Drug) .......... 6,206 15.8 —0.8 
16 9 Inner Sanctum (CBS, Emerson) ................ 6,089 15.5 —0.5 
17 15 Suspense (CBS, Auto-Lite) .......... 6.0 c cece 6,048 15.4 +0.8 
18 13 ee ED bc ccsnsevoncseccescoes 6,048 15.4 +0.5 
19 22 Day in the Life of Dennis Day (NBC, Colgate) ....5,971 15.2 +16 
20 33 Dr. Christian (CBS, Chesebrough) .............. 5,696 14.5 +2.1 
ite toanen _ WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,789) (7.1) (+0.4) 
Lone Ranger (ABC, General Mills) .............. 4,949 12.6 +17 

; ; vescneeiesesbnee teene ee 4,871 12.4 +14 
3 4 Se TD Gs PUD cv csscccccscccvaceves 4,046 10.3 +0.5 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,239) (5.7) (+0.6) 
1 1 Arthur Godfrey (CBS, Liggett & Myers) .......... 4,321 11.0 +0.9 

2 2 Arthur Godfrey (CBS, Nabisco) ................ 3,653 9.3 +0.7 

3 3 Romance of Helen Trent (CBS, Whitehall) ...... 3,614 9.2 +0.7 

4 6 Right to Happiness (NBC, P&G) .............. 3,457 8.8 +1.0 

5 8 Pepper Young’s Family (NBC, P&G) ............ 3,417 8.7 +1.0 

6 4 Wendy Warren (CBS, General Foods) .......... 3,339 8.5 +0.5 
7 15 When A Girl Marries (NBC, General Foods) ...... 3,260 8.3 +1.2 

8 12 Arthur Godfrey (CBS, Gold Seal) .............. 3,221 8.2 +0.9 

9 5 Aunt Jonmy (CBS, Lover Brea.) ...... cc cccccces 3,182 8.1 +0.1 
10 13 Young Widder Brown (NBC, Sterling) ............ 3,103 7.9 +0.7 
11 14 Backstage Wife (NBC, Sterling) ..............4. 3,103 7.9 +0.7 
12 1l SG, EE Seize ewesccsccsncoverscs 3,103 7.9 +0.5 
13 10 Our Gal, Sunday (CBS, American Home Prods.) ....3.064 7.8 +0.2 
14 7 ee PUD GS ED bid ccceecccocdencevens 3,025 EA 0.0 
15 9 Pe Se SE, ED Scbevvecscscscaarsavres 3,025 7.7 +0.1 
sea em (AVERAGE FOR ALL PROGRAMS) (2,160) (5.5) (+-0.5) 
ee 4,164 10.6 +2.5 

; : Stars Over Hollywood (CBS, Armour) ............ 4,007 10.2 +12 

3 4 Junior Miss (CBS, Lever Bros.) ................ 3,967 10.1 +2.5 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,453) (3.7) (+0.1) 
1 1 True Detective Mysteries (MBS, Williamson) ...... 4,517 1L.5 0.0 

2 2 Shadow (MBS, DL&W Coal-Grove Labs.) .......... 4,125 10.5 —0.1 

3 3 Martin Kane, Private Eye (MBS, General Foods) .. 3,850 9.8 0.0 


Howard Steere Buys WFEC 


Howard D. Steere, head of the 
Detroit agency bearing his name, 
has purchased WFEC, Miami, Fla., 
for $50,000. The station has 250 
watts on 1220 kc. The transaction, 
handled by Blackburn-Hamilton 
Co., media broker, is subject to ap- 
proval of the Federal Communica- 
tions Commission. 


WCCO Appoints Two 


Gene Wilkey, assistant general 
manager of WCCO, Minneapolis- 
St. Paul, has been appointed sales 
manager and will be in charge of 
all sales activities. He also will 
continue as assistant general man- 
ager. Carl Ward, on the sales staff, 
has been named assistant sales 
manager. 


Videodex Ratings 
Show ‘Qualitative’ 
Data on Programs 


Cuicaco—In addition to its 
“quantitative” report on TV show 
ratings (AA, Dec. 12), Jay & Gra- 
ham Research Organization’s No- 
vember Videodex ratings show 
such “qualitative” data as the fol- 
lowing on Tuesday night shows: 

1. Of those who saw “Texaco 
Star Theater,” 91% approved the 
commercial by Sid Stone, against 
89% indicating satisfaction with 
the Berle entertainment. For other 
Tuesday night leading shows, the 
per cent approving program and 
commercial, respectively, was: 


Fireside Theater (P&G) 63% 54% 
Suspense (Auto-Lite) 55 49 
Life of Riley (Pabst) 61 45 
Amateur Hour (Lorillard) 83 61 


2. While 6,020,000 people saw 
the Texaco show, 1,084,000 families 
(with 72% of sets tuned in) re- 
ported buying Texaco products 
within the past year. Ninety-two 
per cent (750,000) of families 
watching P&G’s program have 
bought its products in the past 
year. For Auto-Lite’s show, 52% 
of families (382,000) had bought 
that company’s products in the 
year, and comparable figures for 
Pabst were 62% (292,000) and 
Lorillard, 683% (523,000). 

3. Similar figures, for purchases 
of advertiser’s product within the 
preceding month, were: 


Texaco 40% 602,000 
P&G 63 513,000 
Auto-Lite 10 73,500 
Pabst 25 118,000 
Lorillard 30 249,000 


4. Eight per cent of the Texaco 
audience tuned in from radio. Oth- 
er Tuesday night leaders took only 
1 to 2% of their audience away 
from radio. 

The Videodex Nov. 1-7 report 
also shows the continuing wide 
fluctuation in listening among net- 
works, period by period. For Tues- 
day night, the national rating, cov- 


ering 18 cities, shows the follow- 
ing audience shares: 
Time (EST) ABC CBS DuM. NBC Other 
8-9 — « 8S 2.5 
9-9:30 — 24 180 56 2.0 
9:30-10 —- @e-— 5.0 
10-10:30 a: — a 7.0 
ws Similar wide differences are re- 


ported on each show, city by city. 
The Texaco Berle show, for ex- 
ample, had an 18-city average of 
68.9, but in one city it attained a 
59.0 rating and in another 79.0. 

‘In the 9-9:30 p.m. period, “Fire- 
side Theater” had a range of 23% 
to 67% of total audience to make 
up its 41.1% over-all rating. Its 
share of sets in use ranged from 
36% to 100% in the 15 cities where 
televised. 


Ad Group to Honor 
Three Agency Heads 


New YorK—The advertising com- 
mittee of the National Conference 
of Christians & Jews will honor 
three top agency executives with 
a dinner Jan. 9 for their efforts 
in promoting good will and un- 
derstanding among Protestants, 
Christians and Jews. 

The committee, under the chair- 
manship of Lee H. Bristol, presi- 
dent, Bristol-Myers Co., will honor 
Bruce Barton, chairman, Batten, 
Barton, Durstine & Osborn; Thom- 
as D’Arcy Brophy, chairman, Ken- 
yon & Eckhardt; and Milton H. 
Biow, president, Biow Co. 

Proceeds of the dinner, at $50 
a plate, will be allocated to the 
work of the conference. The dinner 
will be held at the Waldorf-Astoria 
Hotel. 


To Smith, Smalley & Tester 


Smith, Smalley & Tester, New 
York, has been named to direct 
the advertising, publicity and pro- 
motion in the U.S. of Renault Au- 
tomobile of France, effective Jan. 
1. Newspapers, magazines, posters 
and spot radio will be used. 
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Nathan Cummings 
Acts the Grocer 
on 2-Month Tour 


Cuicaco—Suitcase in hand, Na- 
than Cummings, 52-year-old chair- 
man of Consolidated Grocers Corp., 
reached the end of a two months’ 
trip last week armed with plenty 
of first-hand data on how Consoli- 
dated and its customers can sell 
more goods. 

Mr. Cummings rang doorbells 
from coast to coast and visited gro- 
cery retailers in both small and 
large cities to cover, personally, a 
cross-section of the more than 
100,000 customers whom Consoli- 
dated companies now serve. Away 
from the swivel chairs of Consoli- 
dated’s “Private, Do Not Disturb” 
offices, he studied consumer and 
retailer reactions, and found better 
methods of helping both the gro- 
cery wholesaler and retailer move 
more goods more effectively. 

Many top executives have so 
many “channels” between them- 
selves and their customers that 
they get only a second-hand pic- 
ture of what happens in the field, 
Mr. Cummings believes. 


ws Typical of the activities which 
kept Nathan Cummings busy from 
early morning until late at night 
were: Demonstrating effective dis- 
plays to shopkeepers; conducting 
studies of salesmen representing 
Consolidated companies; and pro- 
moting interest in a $50,000 sales- 
men’s sales idea contest marking 
the 10th anniversary of his entry 


in the food business. 

During his travels, which be- 
gan in Boston Oct. 17, Mr. Cum- 
mings stressed that profit mar- 
gins should be kept at the lowest 
figure consistent with good busi- 
ness. He emphasized to retailers 
that the way to make money is on 
a high turnover, not on a high 
profit and low turnover. 

Mr. Cummings found many 
salesmen wandering aimlessly in 
and out of stores, discussing noth- 
ing definite with the merchant. 
“They showed no ability or tech- 
nique to command the attention of 
the merchant,” he said. “They 
seemed simply to be trying to get 
an order of some kind on the fly.” 


ws Consolidated’s chairman em- 
phasized six salient points he feels 
to be characteristic of America’s 
successful salesman today: 

1. Too many salesmen being as- 
signed a territory start out to 
comb it thoroughly, but eventual- 
ly direct their calls not according 
to sales possibilities, but by their 
reception or impressions from cer- 
tain stores. They forget potential 
business in a territory, and forget 
they are expected to secure more 
than just a satisfactory income. 

2. Today’s salesmen plan their 
day’s work and prepare their sales 
ideas to fit the sales possibilities 
of their customers. 

3. Good salesmen know their 
products thoroughly, and never 
overlook opportunities to demon- 
strate and capitalize on sales ap- 
peal. Their reservoir of product 
knowledge inspires confidence that 
convinces buyers. 


a 4. Good salesmen are students 
of human nature and, by their 
nature and confident approach, 


SIGN of 


This indicates a particularly bright future for sales 
in the Greensboro Major Market, in which 1/5th of the 
State's total sales were made in 1948 .. . Now's the time to 
assure your 1950 soles activity in this area—by putting the 
GREENSBORO NEWS and RECORD to work for you. 
90,000 daily circulation of the NEWS and RECORD does a 
hard-hitting coverage job that can't be duplicated by any 
newspaper or combination of newspapers in the rapidly grow- 
ing Greensboro Major Market! . . . Jann & Kelley has the 


details. 


"Sales Management Figures 


the TIMES 


GREENSBORO MAJOR MARKET 


HELP WANTED signs are up again in the prosperous 
Greensboro 12-County ABC Trading Area, where 1/4th* of 
North Carolina's manufactured goods are produced. In this 
rich and productive Major Market, ALL FACTORIES ARE 
NOW WORKING ON A 40-TO-48-HOUR BASIS . . . There 
is no unemployment—on the contrary THERE IS A SHORT- 
AGE OF HELP IN THE GREENSBORO MARKET AREA! 


Over 


Advertising Age, December 19, 19497 


SERVING THE CUSTOMER—Nathan Cummings, chairman of Consolidated Grocers 
Corp., dons a grocer’s apron in a New York store to wait on a housewife. It was 
part of his recent country-wide tour to study methods of improved selling. 


give their customers a “lift.” 

5. Creative selling is the forte 
of top-notchers in selling today. 
The salesman who can show his 
customers how to put on a sale, 
how to attract people to their 
stores, how to advertise, how to 
price, how to sell more people 
more products, is getting both the 
hearing and the business. 

6. Top salesmen are “keen, en- 
thusiastic, aggressive, confident, 
and smart.” 


= Commenting on sales pointers 
which were evident on his tour, 
Mr. Cummings said stores which 
have not modernized, but ‘still 
operate on old-fashioned methods, 
will not progress. He pointed out 
that there are still thousands of 
grocery stores in neighborhood and 
downtown areas of cities whose 
arrangements and methods are 


those of 25 years ago. 

He found that American grocers 
must put a maximum amount of 
profitable merchandise in view 
and in easy reach of the customer. 
Only in this way can they obtain 
full advantage of sales promo- 
tions and of impulse products that 
look appealing, appetizing and well 
priced. 

Mr. Cummings noticed that the 
smartest grocers are increasing 
sales and profits by selecting one 
or two of the best lines of every 
product, concentrating sales and 
advertising efforts on one or two 
brands, and building volume on 
them. The unknown, “just as 
good” brands don’t ring the cash 
register often enough. 


= Too many top business men 
concentrate on production and 
organization, he is convinced, and 


forget that unless the goods can 
be sold the rest is meaningless. He 
hopes other executives will fo) 
low his lead and get out into ‘he 
field on their own personal tours. f[) 
“Hell, they don’t know abut 
the orders they don’t see,” he said * 
“or the business somebody ¢lsaqq™ 
might be getting and the thirgg" 
that could be improved.” 


U.S. Chamber Will |}; 
Hold 6th Marketing 
Meeting in Detroit 


WASHINGTON—“Let’s Look at thd 
Cost of Distribution” will be ong 
of the topics before the sixth Na 
tional Marketing Conference 6 
the Domestic Distribution Depart 
ment of the U.S. Chamber of 
Commerce in Detroit Feb. 2% 
March 1. 

The conference will call atten 
tion to (1) the public relation; 
role of distributors in telling thei 
operations to their 100,000.00 
customers and 15,000,000 employ 
es; (2) the valuable services per 
formed by distributors at increas 
ingly lower unit costs;(3) the im 
portance of distribution to busi 
ness stability and high employ# 
ment. 

The conference will be attended 
by specialists from all phases off 
marketing. 


ai 


Burpee Opens New Office 


W. Atlee Burpee Co., Philadel 
phia seed grower, will open ne 
offices in Riverside, Cal., abou 
Jan. 1. The company is makin 
a special offer as part of its pr 
motion of the opening. 


Lloyd Mfg. Names Hoyt 


Charles W. Hoyt Co., New Yor 
has been retained to handle thé 
advertising of Lloyd Mfg. Co. 


Menominee, Mich. 


MATRIX 
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517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


NEWS and RECORD 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc, 
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ods ca ‘dmun + ; wear News, a weekly. , Leech was named editor, and in paper for 54 years, beginning as 
Io sl Bd d Fairchild, The Fairchilds moved their pub- | 1924, at the age of 32, he became |a newspaper delivery boy. In 1911 
vill tlfVeteran Publisher lishing operations to New York at/ publisher. Later he returned to/he became advertising manager | MULVUAM\ Tage 4 ignhs 
into ‘he , the turn of the century, and last! Denver to assume editorial direc-| and in 1936 general manager. AND PLASTIC 
hl tours. i i year opened their own 12-story | tion of the Scripps-Howard Papers 

ab - 16S In New York building at 3-9 E. 12th St. there. In 1931 he joined the Press CHARLES M. PALMER If you have @ sign problem, write us. 
Phe sig) NEw YorkK—Edmund Wade Fair- here. Saranac Lake, N ¥.—Charl United makes @ wide range of inted, 
ody cls@piild, 83, founder of Fairchild|m From the old Apparel Gazette a 4 ‘-" see oF te Wain ta: lighted and unlighted signs. 
e thiaggpUblications, died Dec. 12 at his days, circulation of the Fairchild J. W. FLANAGAN ieee Baa r, 4 ‘Gaeie St. wwe Ver lntormation, 

ome in Glen Ridge, N. J., after | publications has grown to 500,000, - ss an eeCee, , 


' ScRaNnTon, Pa.—James W. Flan- Joseph, Mo., died of pneumonia at ADVERTISING SIGHS DIVISION 
a — ares ; b and oo ay mye is + penal agan, 63, general manager of the|his home here Dec. 10. He was one United & Signal Co.. Inc. 
© veteran business Paper pub- Sages of more than 3, Sover- Scranton Times, died here Dec./of the founders of the Associated 
her began his career in the| tisers who use 25,000,000 lines of 12. He had been an em loye of the | Press 
brokerage busi- copy a year in these papers alone. : ditt : 
ness here. His| Mr. Fairchild’s two sons, Ed- 
eae interest, in busi-|mund W. and Louis W., are both 
ness journalism associated with the publishing 
was stimulated company, which also publishes 
by the public|Men’s Wear and several financial, 
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ixth Na and market re-/trade and textile directories. 
rence 9 action to inac- 

Depart curate business CHARLES A. WEBB 

mber ok) news reporting ASHEVILLE, N. C.—Charles A. 
Feb. 2 after the fatal 


Webb, 83, chairman of the board i, As measured for first ine ~ _ _ 
shooting of Pres-|of the Asheville Citizen and Times, ; of 1949 by Medi ae gg A 
Il atteng® W: Fairchild ident Garfield in | died here Dec. 11 after a four ener Media 
relationg 1881. months’ illness. A publisher here 
ing thei Abandoning Wall St., Mr. Fair-| for 30 years, he had been president 
0,000,ooqpild started peddling soap prod-| of the newspapers before assum- 
employ#¢'s, meanwhile collecting ideas ing the chairmanship earlier this 
ices perf’! @ grocery trade publication. In| year. The news 


tising of First Fifty Newspapers 
_ = rer and seven-day papers) 


INES 
Papers also operate 30 402,782 
increasg°90, he acquired the Chicago! Station WWNC here. Mr. Webb 0. Gihomen Teen GAG Gn... 22 bes ds hee ebcsesdves sauna 
the im#erald Gazette, changing its name served three terms in the state 2. ES SE ES i CDG oc danene 
to busig? the Chicago Apparel Gazette.| senate and was chairman of the ' po eee ee ’ "317 
employ#¢ was joined in this initial pub-| state Democratic executive com- 3. Was en SS ee eee ere 25,948, 

_ hing venture by his brother and| mittee in 1912. as es 25,787,000 
attendedficiong partner, L. E. Fairchild, Sa ge Ae 25,253,694 
hases ofho has since retired. EDWARD T. LEECH song > oy Re ee 24,963,902* 

PITTSBURGH—Edward T. Leech, AB te gn oy gy nn lta ea 24,932,053 
When the Chicago World’s Fair 57, president and editor of the 8. Los Angeles Times (M & S).....-. 2.6... 5-5 ee eee 24,759,362 
ce pened in 1892, the Fairchild Pittsburgh Press for the past 18 9. Baltimore Sun (E & S)..... Pa rer TT Pers te oa yanane 
nie rothers conceived the idea of dis-| years and senior editor of Scripps- 10. HOUSTON ‘CHRONICLE SS ae ee eee on ceauar 
nee ibuting mimeographed sheets Howard Newspapers, died here 11. Philadelphia Inquirer (M & S).... 0.0... cece eee eee repre 
abouge2taining news about Chicago’s| Dec. 11 following an emergency . N Orleans Times-Picayune & States (M & S).......... ’ 7 258 
makingohing business. The World’s| operation. ' i. Sane ec 20579 288 
its progair throwaway paper gradually Mr. Leech began his newspa- 13. : as : RT See 21,689, 
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Diversification of Dakota farm income is the ain reason behind = nm cdverticing, wane many places 
1e recent years of unprecedented agricultural prosperity for The Houston Chronicle ahead of Oh paper. 
| Jakota farmers. © $y. 
Such diversification, assuring stable and high farm income for se te grea i 
cars to come, is reflected by the fact that year after year the ro ee if you want, to sell the t and Grows Houston market 
‘AKOTAS retain their position as America’s 5th FARM -e at lowest cost — use the one paper that has proved and 
'ARKET. demonstrated its leadership for 36 consecutive years. 
Since 1881, THE DAKOTA FARMER has taken a major part 
' this a the TOP Sarat = iroesh all ne years it has e 
mained the of the Dakota market. 
| Over 100,000 farm families—70% of the Dakota farm popula- Th a ¢ ¢ om j 
| on read and respond to DAKOTA FARMER advertising. © a $ o nm r & rm ‘ € e 


nite for your FREE copy of Upper Mid- 3. P. MALONEY LARGEST CIRCULATION IN TEXAS 
est Food Sales Survey-Breakdown of markets ‘ore nee 
“d sales for the Dakotas and Minnesota.)  *° polis, Minnesote R. W. McCARTHY M. J. GIBBONS 

: aes Advertising Director National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 36 CONSECUTIVE YEARS 
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Davis and Bullis 
Urge Support of 
Ad Council Work 


(Continued from Page 1) 
“More and more,” said Mr. Da- 
vis, “there is evidence of recog- 


nition by corporate leaders that 
employers must find ways to meet 
the growing demands for what is 
vaguely called ‘security,’ but ways 
that will at the same time protect 
against one of the great threats 
in the present trends—the dan- 
gerous loss of individualism.” 
“There is no magic wellspring 
from which either private business 
or government can draw the means 
to support increased living stand- 
ards today or pensions tomorrow,” 


. MAY CHRISTMAS 1949 
BE FOR YOU AND YOURS 
THE FINEST EVER 


he continued. “It must come from 
expanded production with equit- 
able use and distribution of the 
product.” 

Emphasizing that all segments 
of the public must understand this 
basic problem, Mr. Davis added: 
“As one who has had no significant 
part in its success, I want to con- 
gratulate the Advertising Council 
on its great service both as cata- 
lyst and operating instrument, and 
to voice the conviction that we 
have only begun to make use of its 
great potential force.” 


a Mr. Bullis was even more em- 
phatic in the reliance he placed 
upon advertising. “The new, vital 
task of advertising today,” he said, 
“is to help educate our people as 
to the ways in which we can main- 
tain a strong and free United 
States of America... The question 
before us is: How can advertising 
be put to the No. 1 task before it— 
that of building ever greater the 
prosperity, the productivity and 
the individual and business liber- 
ties of America? 

“A great part of the answer is in 
the historic mission of advertis- 
ing. Advertising is the miracle 
lubricant that has kept the wheels 
of our economy spinning free, 
opening new markets for more 
goods, creating new production. 
But in addition to this historic an- 
swer, I am going to venture three 
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age, has recognized its responsi- 
bilities for social progress and good 
citizenship...We have forged a 
tool for winning men and women 
to the side of the American heri- 
tage... Let’s put its program to 
work. 


a “My second answer is simple. It 
is to advertise the achievements 
of American industry in terms of 
individual companies. Let this type 
of institutional advertising tell the 
story of our economy so that the 
people can understand it...It is 
still ceiling unlimited. We can go 
ever higher. Here is a chance for 
the chief executives and boards 
of directors of American business 
to get behind the wheel and exert 
force in the direction of proper 
institutional advertising.” 

His third answer, Mr. Bullis 
said—“and in many ways the most 
potent”—is to advertise the story 
of the interlocked freedoms of 
individuals and businesses “with- 
in our own organizations. We can 
merchandise the lessons and fruits 
of American freedom to the men 
and women in our own com- 
panies. 

“We can improve the lot of the 
American people and see their 
working conditions and their liv- 
ing standards continue to improve 
through the years...We should 
merchandise the complete business 
story, and also this salient fact: to 


luncheon by their volunteer «oJy 
ordinators. Roy Larsen, presid:n{ 
of Time Inc., gave a brief picture 
of the “better schools” campaiz 
and Wesley Nunn described hg 
results of the safety campaigr 


se Tom Young, U.S. Rubber (; 
volunteer coordinator on the U Sim 
savings bonds campaign, decla¢ 
that the effort, in which he e+ 
mated $44,000,000 of space <n 
time has been contributed, ; 
done the “impossible” of keepin 
sales above redemptions since th, 
end of the war. As of Dec. 1, hd 
reported, sales of E, F and G bon 
this year totaled $5,300,000,(\0 
whereas redemptions have bee: 
only $3,890,000,000. 

Ted Repplier, president of th 


4d 


Advertising Council, reporting ofom 


the economic system campaign j 
place of Stuart Peabody of Borfhe 
den Co., who was ill, said tha 
about $3,000,000 in time and spac 
has been put behind the effort i 
about a year, and that nearly 800, 
000 copies of the booklet, “Th 
Miracle of America,” have bee 
distributed on request. 

He revealed that the campaigifi 
to explain the American economi 
system will swing into a new phas 
next year, rallying around the slo 
gan, “The better we produce, th 
better we live.” 

Attempts will be made to relat@ 
and explain America’s progress iff 


conclusions: have more, we must produce|/the first half of the 20th century i 
d Al “My first answer is the Advertis- | more.” and emphasize the essentials fo 
an ing Council. Here we have evi- Four vignettes of council cam-| carrying forward this progress igponc 
Pp N dence that advertising has come of| paigns were presented at the/the latter half of the century. M 
ille 
ROSPEROUS NEW YEAR hai 
, ‘ \ tanc 
Pardon us if we remind you now that ncre 
in 1950 the Charleston, South Caro- ( f th 


lina, market will be a fertile field for 
advertising and that those who adver- 
tise in these newspapers will be taking 
steps to reach a prosperous, respon- 
sive market and thereby to insure in 
1950 ready acceptance and sale of their 


products. 


Keep Your Eyes on Charleston 


REPRESENTED BY THE JOHN BUDD CO. 
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We 


Gre etings 


of the Season 


Fy y MfVene 


Mr 


W. |; — ILL 
e like to pause at this time of year Presidents and Publicity Chairmen of the pores than any other newspaper in KAN 

ch all friends glad tidi largest and most influential women’s lorida. And it reaches more of those as . 

to wish all our friends glad tidings organizations in Greater Miami, jam- who are in a position to influence the ” te 


of the season and to hope that 


the year ahead will be full of happiness 


and prosperity for them! 


LAKE SHORE 


packed the Miami Women’s Clubhouse 
to attend the press conference sponsored 
by The Miami Herald, and con ucted by 
the paper’s Woman's Page staff. 


This response serves to emphasize once 

« Miami Herald’s dominant 
Greater Miami 
area. The Miami Herald reaches more 


again T 
influence in the thrivin 


thinking of others. From any stand- 
oint -- quantity, quality, and results -- ra 
he Miami Herald is good company for 
any advertiser to keep. 


PHOTO ENGRAVING CO. 


JOUN S. KNIGHT, Publisher 

STORY, BROOKS & FINLEY, National Reps. 
A. S. GRANT, Ailonta 

Affiliated Stations -- WQAM, WQAM-FM 


160 EAST ILLINOIS STREET @e CHICAGO 


MIAMI -- An International Market 
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<4. dvertising May Aid 
v@Monopoly, Hadlick i ; as 
nH De 
> re . Bene : 
4 ‘Says at Food Hearing a = 
WASHINGTON—The counsel of the iat Readies Seti enn -4 
x (c¢fBenate agriculture subcommittee pte sacle . ¥ 
> U sftudying the cost of food distribu- , ah a 
‘cla-eqmon suggested last week that ad- WATER ° = 
pe e t #ertising may be encouraging con- tho cheep nanan h eubiheee tale Guat 
e .ndgentration in the industry. wong toy 
i, .e@ Paul E. Hadlick, who is direct- 
eepingpg the investigation, pointed out 
ce th@pat General Foods Corp. acquired 
1, h@leheart Bros., Birds Eye “and 
bonc@thers whose brands had been es- 
00,()00f blished.” [: 
- beegf But Charles Mortimer Jr., Gen- ~< 
ral Foods vice-president in charge eg ae 
of th@f marketing, answered that his| | =.=? PDR > 
ing omompany does only 1% of the na-| p77" PaseJown! Don't wane « drop—shar's Old Raaagier.” 
‘ign iggion’s food business and faces com- 100% Bootch Whiskies — a 
f BorgPetition from local millers all over | r= int ses ton 
d thaffhe country. er een 
l Spac WAMRISSCOEDINT a.n0-mnaguameene 
fort ij Mr. Mortimer had reported that 
y 800, @eneral Foods’ advertising budget Old Smuggler 
_ “Th@ncreased from $27,000,000 in 1948 SCOTCH with « STORY 
> beemio $29,000,000 in °49. While the : 
‘ aye TWINS—New York's woter shortage in- 
; pudget has increased $11,000,000 spired this double cartoon which ap- 
npaiggince 1946, sales increased from] peared in New York newspapers as part 


300,000,000 to $500,000,000, he 
old the committee. 

The suggestion that advertising 
ay be an ally of monopoly came 
iter Mr. Mortimer reported that 


onomi 
7 phas 
he slo 
ce, th 


» relat@nuch of the $2,000,000 increase in 

ress igedvertising for 1949 had been used 

entury introduce new products, in- 

als fogfluding Minute rice and frozen 

ress igoncentrated orange juice. 

ury. Mr. Mortimer told Sen. Guy 
illette (D., Ia.), subcommittee 
hairman, that these were in- 


tances where advertising might 
nerease total demand for products 
f the farm. 
Mr. Hadlick said he is concerned 
bout the part advertising plays 
encouraging concentration of 
dustry. 


“Now you have reached a point 
here in the food processing line 
ou have a tremendous amount of 
apital to play with in the adver- 
sing of the brands and it would 
much harder—it might be al- 
10st impossible—for a concern or 
n individual family like the 
kleheart family to establish a 
usiness of that kind today,” he 
hid. 
The price spread hearing closed 
jednesday after H. J. Heinz II 
d officials of International Shoe 
0. had testified. 
Mr. Heinz reported that 5.2¢ 
f each of the company’s sales 
ollars went for advertising. He 
eported that 1,500 Heinz salesmen 
orking out of 61 branch ware- 
ouses sold $126,000,000 of food 
» 200,000 groceries and 100,000 
estaurants in 1949. 
International Shoe admitted that 
rices of next spring’s shoe line 
ill be about 10¢ higher, largely 
anceling out the price cuts in- 
rojuced this fall. International 
hoe’s national advertising budget 
3,800,000 for 1949 closely re- 
les its 48 program, they said. 


I. LIAM MERRITT 

Kansas Ciry—William Single- 
Merritt, 61, since 1932 presi- 
and treasurer of the Merritt 

‘loor Advertising Co., died 
1 following a brief illness. He 
a brother of the late John H. 

1 citt, company founder, and had 

associated with the organi- 

ton for 31 years. 


o> = 
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‘ulation Group Formed 

. independent business paper 
lation group has been formed 
» (.scuss developments and prob- 
of business paper circulation 
neral. The group consists of 
lation managers of controlled 
S ell as paid circulation busi- 
papers. Chairman of the first 
& ing was Arthur H. Dix of 
ver-Mast Publications. Lunch- 
neetings will be held the first 
p© nesday of each month at the 
roll Bedford, New York. 


of the Richard Taylor-illustrated series 
for Old Smuggler. Charles W. Hoyt Co. 
is the agency. 


Water Shortage 
Is Inspiration 


to N. Y. Admen 


New YorK—Though the rain 
here last week did little to help 
the water shortage, advertisers 
made a small splash with their 
efforts to tie in with the emer- 
gency. 

Soon after the situation became 
apparent, R. H. Macy & Co. ran 
an ad which tied in its slogan, 
“It’s smart to be thrifty.” As the 
week went on, more and more 
agencies whipped up water-con- 
scious copy for a variety of cli- 
ents. 

Queens County Savings Bank, 
through Albert Frank-Guenther 
Law, lost no time in moralizing on 
little drops of water and building 
up a cash reserve. 


a The Paper Plate Association 
saw the possibilities and advised, 
‘Save water, save work—use pa- 
per plates.” Doeskin chimed in 
firmly to “help save water” and 
incidentally suggested that Doe- 
skin cellulose table napkins and 
handkerchiefs cut down on home 
laundry. Red Cheek apple juice 
advised drinking it, instead of wa- 
ter, as did Wayne County Pure 
Sweet Cider. And D’Orsay sug- 
gested a bath in the “champagne 
fragrance” of its Intoxication per- 
fume. 

With a sort of Black Friday de- 
clared for Dec. 16, with no baths 
or shaves, the razor and electric 
shaver advertisers got busy. 
Schick Inc. went all out for ob- 
serving dry day with its electric 
shaver. At its agency, Batten, Bar- 
ton, Durstine & Osborn, Schick of- 
fered free shaves in its Schick bar- 
bershop. 


s Schick radio and television spot 
commercials were changed, taking 
into account that “today and any 
day” one can have a_ waterless 
shave with Schick. 

BBDO, as well, turned out 
timely lyrics for United Fruit’s 
Chiquita Banana. The new lyrics 
were recorded Thursday, Dec. 14, 
and sent to all metropolitan radio 
stations. 

Remington Rand Inc. _an ads for 
its electric shaver, and American 
Safety Razor Corp. came right out 
and said, “Stop Friday shaving, it’s 
water saving.” 
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Last Minute News Flashes 


Byrne Taking Accounts to 


Owen & Chappell 


New YorkK—Dissolution of Byrne, Harrington & Roberts has been 
completed, and Austin Byrne, president of the former agency, is now 


an account executive with Owen 


& Chappell. Most of the accounts 


which BH&R had at its closing reportedly will be taken to Owen & 


Chappell by Mr. Byrne. 
James Nolan Joins ‘Sports 


Afield’ in New York 


New YorK—David N. Laux, executive vice-president of Sports 
Afield, has announced that James A. Nolan, formerly eastern manager 
of Popular Science, has joined the New York office of the publication. 


Sheffield Farms’ Edwin Funk Joins McCann 


New YorK—Edwin Funk, formerly advertising and sales promotion 
manager of Sheffield Farms Co., has joined McCann-Erickson as an 
account executive. Mr. Funk will be assigned to the National Biscuit Co. 


account. 


‘Mademoiselle’ Names Spadea to Handle Advertising 


New YorK—Mademoiselle has appointed Spadea Inc. to handle ad- 
vertising and promotion in newspapers and business publications. 
Spadea will be the first agency used by the magazine. 


ILGWU Seeks to Buy WINS; Other Late News 
International Ladies’ Garment Workers Union, New York, which 

owns three FM stations and one AM station (the latter subject to FCC 

approval), has filed an application with the FCC to purchase Station 


WINS, New York. This bid for the 


50,000-watt AM outlet will compete 


with that of Generoso Pope, Italian publisher, who arranged to buy 
WINS from the Crosley Broadcasting Corp. in October for $512,000. e 
“Inside USA” (CBS-TV) will be discontinued by Chevrolet division, 
General Motors Corp., at the end of its first cycle on Feb. 9. The spon- 
sor reportedly decided to cancel rather than increase its $20,000 talent 
expenditure for the show, Campbell-Ewald Co. is the agency. e Con- 
goleum-Nairn will sponsor Dave Garroway’s Sunday telecast (NBC- 
r'V) through McCann-Erickson, starting in February. 


Lawrence M. Hughes, formerly 


editor of Sponsor, and previously 


executive editor of ADVERTISING AGE, will join Bill Bros. Publishing 
Corp. as special feature editor for Sales Management. e November con- 
sumption of newsprint amounted to 378,626 tons by daily papers report- 
ing to American Newspaper Publishers Association. The figure was 


up 3.9% over November, 1948, and 


12% over November, 1947. e Robert 


D. Moriarty, formerly with National Transitads, has joined Esquire’s 


classified advertising staff. 


M. Oakley Bidwell, account executive, Benton & Bowles, has been 


appointed a vice-president of the 
will become president of Alley & 


agency. e H. Lawrence Whittemore 
Richards, New York, Jan. 1, suc- 


ceeding Courtland N. Smith, who is leaving the company and will 
announce his future plans later. Harry M. Billerbeck, who succeeds 
Mr. Whittemore as treasurer, will serve also as vice-president. 

Ralph Hanes, since 1942 sales promotion manager, mechanical goods 
division, U. S. Rubber Co., has been named director of advertising and 
sales promotion, Dodge Mfg. Corp., Mishawaka, Ind. e Magnavox Co. 
will use TV advertising for the first time when it sponsors “Christmas 
Carol” on 22 video stations Christmas Day. e Roswell C. Mower has 


resigned as v. p. of Manz Corp. to 


become executive sales representa- 


tive of American Coating Mills, Chicago. 

Probably the strongest attack on cigarets ever made in a widely 
circulated publication is the lead article in Reader’s Digest’s January 
issue. Writer Roger Riis labors just one point: Cigarets are bad for the 
health. e Douglas Leigh Sky Advertising Corp. has announced that it 


guarantees to boost brand name 


recognition through blimp promo- 


tion, and will collect only if the guarantee is delivered. Guarantees are 
based on amount of recognition accorded the brand name before the 


blimp begins plugging the product. 


No advance payment is necessary. 


Poll of 1,100 Businesses Shows Higher Ad 
Budgets Planned by 1/3 of Companies in ‘50 


New YorK—Higher advertising 
budgets in 1950 are planned by one 
out of three companies responding 
to the annual national poll on bus- 
iness expectations conducted by 
the Research Institute of America. 

The most important single con- 
clusion to be drawn from the sur- 
vey, made among 30,000 member 
companies, the institute finds, is 
that American business is confi- 
dent about prospects in the coming 
year. 

The first 1,100 replies show that 
only 6.6% of all respondents in- 
dicate any intention of reducing 
advertising appropriations. 

A breakdown of replies by type 
of business shows retailers and 
service establishments more anx- 
ious to increase their advertising 
next year than other businesses. 
The tabulation shows the follow- 
ing planned percentages of in- 
creases in ad expenditures: 

Manufacturers, 32.5% ; wholesal- 
ers, 36.4%; retailers, 45% ; services, 
41.4%; unclassified, 27.3%. 


ew A breakdown by merchandise 
shows consumer durables and con- 
struction advertising increases to 
be ahead of soft lines and produc- 
ers’ goods: Consumer durables, 
40.1%; nondurables, 32.3%; pro- 
ducers’ goods, 28.6%; consiruction, 


39.8%. 

| A breakdown by size shows 
smaller companies particularly 
anxious to expand their advertis- 
ing, while larger companies are 
much more stable in their ap- 
propriations. 

Less than 200 employes, 38.3%; 
200-500 employes, 32.2%; 500-1,000 
employes, 28%; 1,000-5,000, 26.5%; 
more than 5,000, 18.2%. 

Looking at advertising costs in 
1950, 57.6% expect them to be 
relatively the same; 33.2% expect 
high costs, and 9.2% foresee slight 
declines. 


‘American Family’ Names 
Lokensgard Publisher 


Mel Lokensgard, who for the 
past 12 years has been on the Chi- 
cago staff of True Story Women’s 
Group, published 
by Macfadden 
Publications, has 
been named pub- 
lisher of Ameri- 
can Family Mag- 
azine, Chicago. 


American Fam- 
ily, distributed | 


through retail | 
outlets of IGA 
and other inde-| 


pendent grocery| 
wholesalers, is} 
adding additional 
independent wholesalers to its list. 


Mel Lokensgard 
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FC&B, JWT Stay 
on Pepsodent and 
Rayve Accounts 


(Continued from Page 1) 
New York to contact the account, 
but continuing to perform creative 
and planning operations in Chi- 
cago. In addition, it will resume 
direction of the Pepsodent powder 
account. 

The account of Jelke products 
has not yet been reassigned. 

Details of the latest agency ar- 
rangements were announced in a 


joint statement by Henry F. 
Woulfe, president of Pepsodent, 
and W. N. Burding, president of 
Jelke. 


Announcement of exactly which 
personnel will be moved by FC&B 
and JWT was not available as AA 
went to press. 


LINEUP OF LEVER’S 
N. Y. AD STAFF TOLD 

New YorK—Settled in its Varick 
St. offices, the Lever Bros. Co. ad- 
vertising department has re-shuf- 
fled its work load among Cam- 
bridge veterans and new faces. 

Lever brought to New York ap- 
proximately 400 employes in spe- 
cialized jobs, hiring clerical help 
to staff routine operations before 
and upon arrival. The advertising 
department, now with nearly 40 


people, is “temporarily” smaller 
than the ad staff maintained in 
Cambridge. 


As yet no appointment has been 
made for a successor to fill the post 
Frank R. Brodsky holds as director 
of advertising for the Pepsodent 
division. Mr. Brodsky is resigning 
from Pepsodent Dec. 31 (AA, Dec. 
12) to establish his own advertis- 
ing agency. 


es Here’s Lever’s ad lineup, under 
James A. Barnett, vice-president: 

Michael J. Roche will continue 
as Lever’s general advertising 
manager, but gone are four brand 
managers, and the company’s for- 
mer media director, David Ketner, 
who joined Lever at Cambridge in 
1947 from McCann-Erickson, is di- 
recting advertising for Surf 
(through N. W. Ayer & Son), Life- 
buoy (Sullivan, Stauffer, Colwell 
& Bayles) and Swan (Batten, Bar- 
ton, Durstine & Osborn). 

L. R. Leach previously managed 
Surf, and H. M. Stevens headed 
Swan. Both left the Lever organi- 
zation in the move to New York. 

! 
es Paul Laidly Jr., who joined Lev- 
er in New York from Fred Gardner 
Co., is assistant advertising man- 
ager of Mr. Ketner’s brands. 

George B. Smith, previously 
packaged goods account executive 
with Foote, Cone & Belding, has 
joined Lever (AA, Dec. 5) to han- 
dle Rinso and Spry (both through 
Ruthrauff & Ryan) and Breeze 
(Federal Advertising Agency). J. 
A. Proctor, who has left the com- 
pany, formerly managed Spry, and 
Mr. Stevens had Breeze. 

William Scully of the Cambridge 
organization is assistant manager 
on Mr. Smith’s brands. 

Also no longer with Lever are 
Robert Elder, Arthur McIntyre and 
Alexander Stewart, all of whom 
were members of a Cambridge 
planning committee. 


Dr. Fishbein Appointed 


Dr. Morris Fishbein, former ed- 
itor of American Medical Asso- 
ciation publications, has been ap- 
pointed contributing editor of 
Postgraduate Medicine, published 
by the Interstate Postgraduate 
Medical Association, Minneapolis. 
He also will be a consultant of 
Doubleday & Co. and engage in 
other activities (AA, Dec. 12). 
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LE DROIT 


OTTAWA, CANADA, FRENCH DAILY 


announces 
the appointment 


of 


SHANNON & 
ASSOCIATES INC. 


AS U.S. REPRESENTATIVES WITH OFFICES 
IN THE FOLLOWING CITIES: 


NEW YORK 
CHICAGO 
ATLANTA 
DETROIT 

CLEVELAND 

KANSAS CITY 
ST. LOUIS 
LOS ANGELES 
SAN FRANCISCO 


The Ottawa Market. te average Ottawa family income 
is $5,744.00 . . . 50% greater than the average for the Dominion of 
Canada. Population exceeds 254,000, with a spendable income of 
$395,000,000 annually. 42% of the population is French and Le Droit 
sells 7 of every 8 French families. Of course, Le Droit is a MUST to 
sell the entire Ottawa market. 


LE DROIT, OTTAWA, CANADA 
Toronto Office: 112 Yonge St. 
D. L. Boufford, National Promotion. 
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He ror raoe names, trade. marks, 
bs specifications directly to product. 


FOR PRODUCT ADVERTISING 
Put sales messages directly on product for 
at point-of-sale. Apply to finest surface. 


FOR PRODUCT INSTRUCTIONS Sasi 
Apply diagrams and instructions on product 7 ber cus: 
tomer. or "es4 instructions ee assembly. 


write for Free Ginaihac 


MYSTIK ADHESIVE PRODUCTS 


2639 N. Kildare . Chicege 39, Illinois 
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Local ‘Endorsements’ 
Bolster Economic Ads 


Standard Steel Spring 
Works Out Unusual New 
Promotion in Boston 


Boston—The first major city 
tie-up in which a Standard Steel 
Spring Co. ad was “endorsed” by 
local small business men appeared 
in the Boston Traveler here Mon- 
day. 

The unusual tie-up consisted of 
two facing pages, the left one be- 
ing a full-page Standard Steel 
Spring ad, one of the series which 
the company has been publishing 
to discuss the economic system. 

The Standard ad was placed at 
the national rate by MacFarland, 
Aveyard & Co. The facing page 
consists of a brief statement en- 
dorsing the sentiments expressed 
in the ad, and signed by about 200 
local small business men, none of 
whom has any connection with 
Standard. This page was sold by 
the Traveler, reportedly in five 
days, using the facilities of the 
newspaper’s classified department. 


w Appearance of the two pages 
marks the first successful effort 
to achieve such a tie-up between 
a large “national” company and 
unaffiliated small business men, 
in a large city. Standard and its 
agency previously have tested the 
idea of the tie-up successfully in 
smaller cities. 

Endorsements by local small 
business men—grocers, hardware 
merchants, druggists and others 
not in the tycoon class—is the 
latest twist to an institutional cam- 
paign that has created unusual in- 
terest since it was launched in 
February of this year. 

Speaking to the Boston Adver- 
tising Club Dec. 12, Col. Willard 
F. Rockwell, who is chairman of 
the Standard Steel board, as well 
as board chairman of Rockwell 
Mfg. Co. and Timken Detroit 
Axle, said that his company has 
been greatly heartened by the ex- 
ceptional response to the advertis- 
ing campaign, and urged business 
leaders to employ advertising as 
a weapon with which to enlighten 
the people. 

The public is going along with 
the “fair deal” because it is the 
victim of one-way propaganda, he 
said. 


a The Standard Steel Spring cam- 
paign, in which 12 different ads 
have now run, got started when 
Col. Rockwell and R. C. Enos, 
president of the company, ap- 
proached MacFarland, Aveyard 
with the idea of developing an ad- 
vertising campaign which would 
explain—not defend—the econom- 
ic system. 

Recognizing that the problem 
was an extremely difficult one, 
the agency nevertheless undertook 
the assignment, and the ads were 
written by A. E. Aveyard. 

No one knew how many there 
would be; each ad was made to 
develop a particular point, and the 
length and scope of the campaign 
was left entirely to how well the 
assignment could be fulfilled. 

It is doubtful, however, that 
either Standard Steel or Mac- 
Farland, Aveyard envisioned a 
campaign of such size and extent 
as has developed. The first ad ran 
in mid-February of this year, and 
at present 11 ads have run in 61 
dailies in 43 cities, with a circula- 
tion of about 12,000,000, and a 
twelfth has appeared in half a 
dozen newspapers. Standard Steel 
Spring Co. has already invested 
almost $700,000 in space costs on 
the crusade. 

Response has been outstanding. 


For example, a Starch readership 
check of the New York World- 
Telegram for June 9 showed that 
whereas the average observation 
for all national ads in the issue 
was 10% for men and 16% for 
women, the Standard Steel ad got 
40% attention from men, and 33% 
from women. “Read most” figures 
for all national ads were men 4%, 
women 6%; for this ad they were 
men 23%, women 12%. 


ws A similar check of the New York 
Sun for July 28 showed the ad 
noted by 56% of the men and 42% 
of the women, as against an av- 
erage for national ads of men 16%, 
women 19%. 

A study made by the agency in 
nine cities found 49% of men and 


33% of women noting the ad, ay 
34% of men and 17% of wome 
reading most of it. Especie|): 
pleasing was the finding that hq 
ad was being read by substan: i, 
numbers of people in the lov» 
economic brackets. 

By the time the tenth ad had 
peared, more than 20,000 reprin’ 
per ad were being requested } 
readers, and the eleventh ad, , 
socialism, drew requests for mo 
than 30,000 reprints. 


ws Checks among those requesting 
reprints, as well as with clippin 
services and others, indicate th: 
the Standard Steel Spring Co 
messages had received more tha; 
20,000,000 free circulation, in ad 
dition to that bought by the com 
pany, up to Sept. 1, and the tota 
now is estimated to exceed twic¢ 
that figure. 

The messages have been the 
subject of hundreds of editorial] 
in newspapers, and more than ; 
score of publications have re 


COVERAGE?4 


Me 


550 KC 5000 WATTS 
NBC AFFILIATE 
BISMARCK, N. DAK. 


-NEED MORE== 


ft’ 


Then you need KFYR and its five tho 
sand watts on 550 kilocycles. Pow 


e plus a choice frequency, amazing! 


Y high ground conductivity and 2 


years of intense listener loyalty mak 
KFYR the natural selection for th 
time-buyer who wants to make su 
he picks the best buy. Ask any Joh 


Blair man. 4 


When you advertise in a specific 
Haire Merchandising Magazine, you 
reach your prospect when he’s 
“minding his business!’ Men and 
women in major merchandising fields 
consistently buy and read specific 
Haire Publications for authoritative 
reports on trends and developments 
in that field. Addressing your pros- 
pects through the Haire line-of-least- 
resistance, you're driving straight 
down the fairway to sales. 


Wm AIRE Specialized Merchandising Publica ‘on G 


coq 


HOUSE FURNISHING REV;:EW * HOME FURNISHINGS MERCHA?l sin Pp 
CROCKERY AND GLASS JOURNAL * LINENS ANO DOMESTICS * ast t 
ANO UNDERWEAR REVIEW * INFANTS’ @ CHILDREN’S REY “ ( 


HANOBAGS ANS FASHION ACCESSORIES 
GOODS * NOTION @ NOVELTY REVIEW * COSMETICS @ TO! ° 


HAIRE PUBLISHING COMPANY +1170 BROADWAY «NEW YORK 1. NEW 


* LUGGAGE @ t'* 
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i 
e, the undersigned, 
Subscribe Without Reservation to the 
Advertisement on the Opposite Page 
WE. representative of small business in Metropolitan Boston, 
stand squarely for the priceless principle of free enterprise that 
is primarily responsible for the growth of all business in this 
nation ... large and small. 
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Coffee Shortage? 
Have a Four-Cent 
Cup in Dallas Cate 


DALLAS—Reacting to a wave of 
dime java, a rebellious retailer has 
introduced the 4¢ cup of coffee 
in a Dallas drive-in cafe. 

The rebel, Hyman Fader, said he 


Joins Four A’‘s 

Baldwin, Bowers & Strachan, 
Buffalo, has been elected to mem- 
bership in the American Associa- 
tion of Advertising Agencies. 


New York Office Moved 

Industrial Publishing Co.’s New 
York office has been moved from 
19 W. 44th St. to 60 E. 42nd St., 
New York 18. 


was tired of all the talk about a 
coffee shortage that didn’t exist, 
and that he intended to undercut 
the nickel standard to prove that 
a price hike isn’t necessary. 


Customers at Fader’s S&S 
Drive-In were surprised, and de- 
lighted, and hot coffee sales 
boomed. 


Even with a price increase for 
bulk coffee, Fader said, there is 
no reason to charge 10¢ a cup. 
“Restaurant people are like lots 
of other folks,” he said. “They like 
to complain about not making 
money. 

“Business is good.” 


ORTHWEST 
EWS FLASHES 


NEWS FLA 


@ 4200 Dealers Serving 

@ 10 million persons 

@ 3 million farm population 
Blanket coverage lowa, Minne- 
sota, North and South Dakota, 
M we \, Wy 1 ¢, wi +7 


1013 Fourth Ave. Se., Minneapolis 4, Minn. 


IG AND LITTLE TOGETHER—Following numerous tests in small- 
r cities, Standard Steel Spring Co. and the Boston Traveler put 
ogether this unusual spread, first to appear in a major city, in 
e Dec. 12 issue. The left hand page is a full page Standard 


Steel Spring economic discussion ad, placed: through MacFarland, 
Aveyard & Co. The right hand page consists of about 200 “‘en- 
dorsements” of the message from local small business men, and 
was sold and handled completely by the Traveler. 


printed them either on their own or 
Mwith local sponsorship. In addi- 
ion, they have been used on bul- 
mmetin boards, mailed to employes, 
ised as discussion material in 
chools, colleges and _ churches, 
pic. 


The popularity of the advertise- 
ents among small business men 
urprised and pleased the com- 


clear-cut statements of economic 
policy. 

As a consequence, and in an ef- 
fort to accelerate the impact of 
the messages in local communities, 
the company and its agency de- 
veloped the notion of urging news- 
papers to attempt to secure “en- 
dorsements” of the ads from small 
business men and other “smaller 
fry” in their own localities. 


week’s successful experiment in 
Boston was attempted. Whether it 
will be further extended has not 
yet been decided. 


Buys Lever's Handy Ammonia 

Handy ammonia, product of 
Lever Bros. Ltd., Toronto, has 
been sold to Atlas Chemical Co., 
Toronto. J. A. Riddell & Co., To- 
ronto, will be the Ontario repre- 


any, because it demonstrated, 
hey believed, that there was no 
leavage between big and small on 


The idea was tried out success- 
fully in seven or eight small and 
medium size cities before 


sentative, and Riddell & Freill 
Ltd., Montreal, will represent the 
product in Quebec and the Mari- 
times. 


last 


Energy product...healthy sales 


‘General Outdoor Adv Co 


ss 
IMPULSE. Mother starts out for the 
Store with shopping list in one 
h: nd and pocketbook in the other. 
L>ok what she passes enroute! 
q on eneral Outdoor will give your 
P oduct that extra sales push. Send 
tc. day for complete information 
« ling how poster advertising rings 


an ost 
ec onset 


u 


the cash register in your favor. 
General Outdoor Advertising Co., 
515 South Loomis Street, Chicago 
7, Illinois. 


% Covers 1400 
leading cities 
and towns 
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RIVER RAISIN PAPER COMPANY | 
DISPLAY DIVISION + MONROE, MICHIGAN 
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hen Mrs. Housewife asks for your product — she 


can’t buy it if the dealer doesn’t have it. 


And, what’s worse, she may never buy it after the 
clerk behind the counter does a job of selling her a 


competitive item that’s “just as good”. 


To insure the success of your consumer advertis- 


ing and your whole sales program, you've got to in- 
fluence and win Mr. BIG . . . you’ve got to SELL THE 
RETAILER FIRST . .. AND KEEP HIM SOLD! 


That’s where your Haire specialized trade pub- 


lication can do a job for you. The buyer who is con- 


* according to Dun & Bradstreet Survey 


cerned with your products gets the merchandising, 
display, advertising and sales training ideas in his own 


specialized Haire trade publication. 


That’s where he expects to see your trade story 
—your policies, prices, terms, dealer helps, volume and 
profit potential—the things you can’t tell him in your 


consumer promotion. 


In making up your schedules for 1950 use ade- 
quate and consistent space in your Haire specialized 
publication to influence and win Mr. BIG’s power to 
move merchandise in behalf of your product. Send for 


complete rates and data now. 
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